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This handsome metal display rack 
FREE to Vimlite Dealers. Ask your 
jobber’s salesman about it or write us. 


Give him 


more egg 


profits this Fall...and 


he'll give you more trade 


First, glance at the little chart shown 
bere—note the rapid rise of egg prices 
during these Fall and Winter months; 
then consider the big slump in egg pro- 
duction, at the same season. Obviously, 
any increase in eggs is just that much 
extra cash to the farmer. 


He can raise his egg production—and you 
can show him how. Many alert farmers 
are getting unlooked-for poultry and egg 
profits in the slack months. Many dealers 
are profiting by solving this problem for 
farmers and poultry men. 


Increases Egg Production 


Vimlite is today’s solution to the poultry 
and egg raiser. This strong, flexible, wire- 
reinforced poultry glass has health-giving 
properties unknown to ordinary glass 


* windows. It admits the vital ultra-violet 


rays of the sunlight—rays which prevent 
many cold weather diseases, safeguard 
young chicks, stimulate heavier egg laying. 


Proved Better By Test 


In addition to having created a thicker, 
more translucent, non-porous glass sub- 
stance, the manufacturers of Vimlite also 
give it a stronger wire-reinforcement— 
the famous “Opal” wire screen cloth. 


Lots of selling points here—a fine cam- 
paign of national and sectional advertis- 
ing— plenty of supporting advertising 
helps—a beautiful, compact display rack 
for easy selling right from the counter, and 
a price that means satisfactory profit. 


Get the full facts on this product. Write 
for Vimlite Sample and Price List. 


NEW YORK WIRE CLOTH COMPANY 


342 Madison Ave. 


New York, N. Y. 
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A single improvement—an advanced 
feature many times opens the way to 
greatly increased mower sales and profits. 

Year after year Eclipse have pioneered 
important mower improvements. Deal- 
ers handling this line are sure that the 
men at the factory are alert to the ad- 
vantanges of placing in their hands a 
line of mowers that outperforms and out- 


sells the toughest competition. 


The Eclipse line for 1931 is now ready 
—+years of success in making mowers are 
behind this line—the line is complete, 
improved, modern. Sold the economical 
Eclipse way, direct to hardware mer- 
chants from the factory. See Eclipse be- 
fore placing your mower requirements 
for 1931. 


Line for 


1951 


Eclipse Super-Fine—Ball and Hyatt bearings. Patented 
goose neck Bar adjustment and self-sharpening device. Quality 
at its highest in mower construction. 


Eclipse Model B—Ball Bearings. Patented goose neck bar 
adjustment and _ seif-sharpening device. Long lasting—fine 
performance. 


tclipse Model H—Ball Bearings. Patented goose neck bar 
adjustment and self-sharpening device. A popular—easy sell- 
ing—quality-built mower. 


The Prophet—Model K—Ball Bearings. Eclipse built. 
A sales winning leader. 


The Elmco—Model R—Ball Bearings. Popular priced— 
Eclipse quality construction. 


The Lady—Model T—Ball Bearings—easy running—Eclipse 
built for long life. 


The Mid-West—Ball Bearings. Low priced to meet any 
competition. Eclipse quality construction. 


The Ace—To satisfy the lowest priced mower demand. An 
outstanding value. 


The Eclipse Power Mowers—Equipped with Briggs & 
Stratton 4-Cycle, easy starting, automobile type engine. 


ECLIPSE MACHINE COMPANY 
PROPHETSTOWN, ILL. 
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“This one is O. K. 


—all my tools are 
Brown & Sharpe” 


The skilled mechanic who comes to your store 
is like many others who accept Brown & Sharpe 
Tools as the standard. g 


He knows that reliable tools are absolutely nec- 
essary if he is to turn out first class work. 


Behind every Brown & Sharpe Tool that you 
offer is a reputation for quality and accuracy 
which makes these tools easier to sell . . . and 
more profitable. Brown & Sharpe Mfg. Co., 


Providence, R. I. 
| IBS 


Brown & Sharpe Tools 


*WORLD’S STANDARD OF ACCURACY” 
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Are your Griswold Cast Iron Skillets in 
the open? Are window displays up, flag- 
ging their colors? Are price tags out? 
October is the month Griswold No. 8 
Cast Iron Skillets lead out at 75c. 
Have the other Griswold Cast Iron and 
Cast Aluminum Utensils ready for ma- 
neuvering attacks. Battalions of Griswold 
self-basting covers to go with the skillets. 
Companies of Tite-Top Dutch Ovens, 
bold and aggressive. A whole squad of 
griddles. A corps of food choppers. Great 
shining troops of Cast Aluminum Skillets, 
Cast Aluminum Dutch Ovens, duplicates 
of the cast iron ones except in metal. 
These are all sturdy veterans. They 
have all rolled up victories. With the 75c 
leader, start your fall and winter sales 
of them like cannon charge. Your job- 
ber will supply the full Griswold line. 
The Griswold Mfg. Co., Erie, Penna. 


GRISWOLD 


1. October Generalissimo—the Griswold Cast 
Iron Skillet. Sell this General for 75c. Cap 
him with a self-basting cover, and double 

your sales, 
© 


2. Note the silver sheen of Griswold Cast Alumi- 
num—like mirror without, like satin within. 
Utensils for all average needs are in the cast 

aluminum line. * 
€ 

3. Note the sturdy efficiency of Griswold Cast 
Iron. Griswold Cast Iron Skillets last 75 years. 
We haven't had time to test them longer. 
Utensils for all average needs are in the cast 

iron line. 
e 

4. Order the Griswold leaders in cartons. Specify 
cartons. Clean stock, easy tohandle,convenient 

to inventory. 
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has this Sign on his door... 


and Displays Bosley’s Weather 


Strip on his Counter—NOW 


You can secure all of Bosley’s sales helps through your 
jobber. Don’t wait until the season is over. Take advantage 
of this co-operation NOW and assure yourself of a success- 
ful weather strip season. 
Bosley’s has been the standard in quality weather strip 
for over 60 years—a nationally advertised brand — carried 

SSenece”— = by all the leading jobbers.  aaanaeag ae 


Bronze, hemmed 
edges. 

; Why gamble? Buy, display and sell Bosley’s for profit and 

customer satisfaction. 


THE D. W. BOSLEY CO., Chicago, Iil. 


BOSLEY’S 


Weather Strip 


TRADE MARK REGISTERED 





a 





**Heat Seal’’—All 
**Double Contact.’’ cushion, 4-ply. 
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Best 
Known 
and 
Best 
Electric 
— Home 
a | Needs 
L.F.&C. 
means 
LANDERS, FRARY & CLARK 
Expert Electrical Manufacturers 


The highest and lowest priced 
articles bearing the name 
LANDERS, FRARY & CLARK 
are like in Quality, Workmanship 


and Lifetime Service. 


BUY FROM YOUR JOBBER 
* LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
MASTER METALSMITHS FOR 85 YEARS 
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Any washer can be made “wonderful” on paper But 
when it comes to actually going out in the field and clinch 
ing sales — it’s a different story. 

The modern housewife judges a.washing machine by 
actual demonstration. Claims count nothirig. She buys 
the machine that assures her the best home laundry serv- 
swe — backed by guarantee — for the least possible money. 

Here are two popular Speed Queen models —the elec- 
tric model with alummum or porcelain tub retailing for 




















$99.50 and the new gasoline engine model with the de- 
pendable “Johnson” motor retailing complete for $119.50! 


The reason we say this 1s “the strongest sales team in 
the washer industry” is not just because we think so — 
but because over three thousand active Speed Queen 
dealers are proving it. 


This 1s substantiated by the fact that factory shipments 
during the first six months of 1930 are 65% ahead of 1929. 
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Give it the hardest work to do— 
REO Trucks are Made for that 


engineering put into them, and the greater preci- 
sion used in their manufacture. 


The unfailing dependability of Reo Trucks is 
their greatest asset. Day after day, week after 
week, month after month they go on and on, 
covering hundreds and thousands of miles with 


all kinds of loads. 


Moreover, you will find definite and traceable 
savings made every mile as against the operation 
of c.ner trucks. Reo Speed Wagons and Trucks 
operate more economically because of the finer 


Every day hundreds of Reos are hard at work 
for both the hardware and plumbing industries. 
Whether in the rush delivery of a keg of nails or 
the transport of a carload of iron pipe, Reos 
reach the delivery point with greatest ease and 
the least loss of time. 


Buy one Reo and you will buy another and an- 
other. The resulting profits will attend to that. 


REO MOTOR CAR COMPANY, LANSING, MICHIGAN 





REO 


SPEED WAGONS 
AND TRUCKS 








| 
f 
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MAJESTIC PRESENTS 


A TWO SLICE TOASTER THAT DOES 
EVERYTHING BUT BUTTER THE TOAST! 


PEND three minutes in reading the reasons why 

your customers will prefer this new Majestic 
Automatic Toaster. The Majestic toaster offers you 
the opportunity to recommend a household utility 
which will win the grateful goodwill of your cus- 
tomers. 

We confidently believe that if you will examine a 
Majestic, consider it point by point, you will agree 
with us that it is the most saleable and satisfactory 
toaster on the market. 











Majestic gives your customers not only a stand- 
ard of workmanship and material which is in a class 
by itself, but several exclusive and de- 
sirable features—features which will 
spread the fame of this toaster by 
word of mouth recommendation. 

The retail list price of the Majestic 
Automatic Toaster is $13.50. Your 
wholesaler can supply you. Fill out and 
mail the handy coupon in this adver- 








YOUR CUSTOMERS WILL BUY THE 
MAJESTIC AUTOMATIC 
TOASTER BECAUSE— 








It toasts two slices of bread on both sides at the 
same time. 

No turning of bread — no handling — uniform 
toasting without watching. 

Timing and heat control mechanism regulates 


tisement and we will gladly send you, 
by return mail, full information. 











toasting time to suit individual taste. 

When toasting is completed, heating current is 
automatically reduced, keeping toast hot and 
tasty without further toasting. 

Does not burn toast. 

Two piping hot slices of toast, ready for tasty 
sandwiches. 

It makes Melba foast too. 

No instructions necessary—it toasts to a turn. 
It is beautifully finished in a high-grade chro- 
mium; jade green fittings; neat, compact and 
decorative; requires little space on the table; it 
is quiet in operation. 


Fully guaranteed. 








The newest product of Majestic 
inventive and engineering 
genius—a two-slice toaster that 
does everything but butter the 
toast! This toaster embodies 
new ideas and a quality of 
workmanship and material 
which puts it in a class by itself. 


The element is ribbon type— 
supported in mica insulation 
and placed to secure maxi- 


mum and speedy action. It 
will last longer. The element 
connections are solderless and 
fastened in a manner which 
absolutely prevents looseness 
ever taking place. 


The timing and heat control 
mechanism in the Majestic 
Automatic Toaster is sturdy, 
trouble-free, simple and quiet. 


MAJESTIC 


MAJESTIC ELECTRIC APPLIANCE COMPANY Mywh 











Philadelphia. Penn. San Francisco, Calif. Kansas City, Mo. Signed 
10 Chestnut St. 590 Folsom St. 237 Railway Exchange Bldg. Street. 
GENTLEMEN: Please send me full information about Majestic Automatic Toaster. City State 








2330 
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CARBORUNDUM 


REG. U. S. PAT. OFF. 



























The Banner No. 27 
Retails for $10.00 








The Favorite No. 28 
Retails for $7.50 


_THE CARBORUNDUM COMPANY _ 


SALES OFFICES AND WAREHOUSES IN New York {er — = Phil veaey 4 - — Detroit = \ 
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The Sun-Stream 
No: 


Retails for 3730 





THE GLOWING BAR OF 
COMFORTING HEAT 








N “Globar”—the Non-Metallic Electric 
Heating Element we have one of the 
greatest improvements for household heaters 







in years. 

A solid rod composed principally of Carbo- 
rundum Brand Silicon Carbide that glows with 
a more effective heat—that needs no servic- 
ing —that can be replaced as easily as changing 
a snap-in fuse or a light bulb in a socket —an 
element guaranteed for 1,000 heating hours. 

The Carborundum Company offers the trade 
a line of “Globar” equipped heaters scientifi- 
cally designed to give an effective, economical 
heat — attractively made heaters— beautifully 
finished. 

A line complete as to prices, wattage and 
sizes. 
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Send, please, for Descriptive Literature, 
Circulars, Display Cards 









AND ORDER Now For EARLY FALL DELIVERY 





Cincinngi - Pittsburgh. - Milwaukee = Grand Rapi 











HARDWARE AGE for SEPTEMBER 25, 1930 











Free Goods 


during 


BEE-VAC 
“WEEK"! 


We are determined to make Bee-Vac 
“Week” the greatest house-appliance sales 
period in your history. Toward that end 
we have built the most sensational line the 
trade has seen, priced every item at new 
low prices—and in addition make a Free 
Goods offer that shall prove irresistible to 
everyone buying, or considering buying a 
washer, cleaner or other appliance. 
Saturday Evening Post advertising will put 
Bee-Vac Free Gift Coupons in the hands of 
millions. Millions of purchasers, who will 
buy not only of the Bee-Vac line, but of 
your other merchandise as well. 


Never before has such an attractive mer- 


chandising campaign been placed before the 


dealer. You will profit in direct proportion 
to your cooperating with us. Will you take 
advantage of our offer—and identify your- 
self as a BEE-VAC dealer, with a window 
display ? 

We Give You for a Display—this regula- 
tion BEE-VAC Automatic Iron, worth 
$6.50 retail—a clear $6.50 profit for you. 


NOTICE 


When your window display is completed, 
have a photograph made of it, and send to 
us, with dates display was in window. On 
receipt, we will promptly send you FREE 
the $6.50 Electric Iron. 

















Coming your way—an avalanche of coupons! And every cou- 
pon a sale! On October 4th, our full-page smash in the 
Saturday Evening Post will electrify every penny-wise house- 
wife with the news of our sensational low prices and Free 
Gift Offer—will start millions of coupons on the road to 
redemption, at the BEE-VAC dealers’. 

Will you “stop” the crowd—or will it sweep on by you? 
Will you reap the greatest sales-harvest in history—or 
leave it to someone else? 

It all depends on your identifying yourself as a BEE-VAC 
dealer. We have done everything else for you but that—we 
have built the most outstanding line in our memory, backed 
it up with a revolutionary Free Gift Offer, and are telling 
theworld about itin asweeping, nation-wideadvertising cam- 
paign. We hdve actually gotten eager spenders looking for you. 

Tell your community where you are—by running a win- 
dow display during BEE-VAC “Week.” We are going a step 
farther, and pay you to do it—with a BEE-VAC Automatic 
Iron (worth $6.50 retail) FREE! In addition—a 
barrel of profits such cooperation brings you. 

Here’s a double reward that is surely worth your 
window-space for ten days. Get in step with us, and 
watch your sales respond. Don’t delay a day planning 
your display. 


If you are not now a BEE-VAC dealer, you can still cash 
in on our merchandising “scoop” by writing or wiring us 
or your jobber immediately for full facts. There’s still time 
to get your stock of BEE-VAC 2-SPEED washers, cleaners 
and appliances. 


Birtman Electric Company, 4144 Fullerton Avenue 
CHICAGO, ILLINOIS 


(Also BEE-VAC Company of Canada, Georgetown, Ontario, Canada) 


NATIONAL BEE-VAC “WEEK” Oct. 1st to 11th 
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AM ERTICAR 


Radiant Heater 


Here’s a sure-fire seller for you. A new American 
Radiant Heater which lights instantly, and sells 
at a price that everyone can afford. 


When we say this new American Radiant Heater 
lights instantly, we mean just that. No “ifs” nor 
“ands” about it. We don’t mean that it merely 
has an instant lighting starter or preheater, for it 
hasn’t any starter or “lighter” at all. Simply open 
the valve and light the gas in the fire-clay radiants. 
The ready-prepared gas lights with a clear blue 
flame, and the radiants are instantly aglow with 
intense, healthful, sun-like heat. At last there’s a 
gasoline-gas heater that lights like a natural gas 
stove! 


This little American Radiant Heater sells at a fig- 
ure that will produce a real volume of profitable 
business. You’ll hand your customers a pleasant 
surprise when they say, “How much money?” 


* Although low in price, the new No. 3 American 


Radiant Heater is well built, solid as a rock, beau- 
tifully designed and finished. It has a hard, baked- 
on finish of walnut brown crystal enamel. The 
top is porcelain. 


Write for detailed information and prices on the 
new No. 3 American Radiant Heater, and on the 
larger sizes as well. Address our nearest office, 
please. 


American Gas Machine Company, Inc. 
Main Office and Factories: Albert Lea, Minn. 
Branches; 78 Reade St., New York, N.Y. 4242 Hollis St., Oakland Calif. 


PR ate ASCEND LADO SHOT NSF 
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BOSTON 
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THE MOST COMPLETE AND UP- 
TO-DATE LINE OF GARDEN HOSE 
ON THE AMERICAN MARKET. 


Herz it is! The line of garden hose upon which you can concen- 
trate alone and not lose sales! 


The Boston Line of garden hose comprises seven standard brands of 
moulded and plied hose that cover the requirements of every dealer 
in the country no matter what kind of trade he serves—from golf 
courses and contractors to the smallest householder. 


Headed by the famous Bull Dog Cord brand, the Boston Lineincludes:— 


@ 
Moulded Hose. The Bull Dog Cord; Thorobred; 


Vigilant and Vixen brands. Braided cord construc- 
tion with corrugated cover. Built of alternate layers 
of live rubber and tightly twisted, braided cotton 
cords, vulcanized into one inseparable wall. 


Plied Hose. The Bull Dog 7 ply; Good Luck 6 ply 
and Leader 5 ply brands. Improved sheeting hose 
made — by new plied hose construction. 
Smooth moulded cover. Can also be furnished in 
long lengths without splices. 


Each of these brands is a leader in its own price field. Each is favor- 
ably known through advertising and performance. Each brand 
represents the most successful combination of hose strength and 
flexibility ever achieved. 

These seven brands constitute the broadest line of garden hose avail- 


able under one trade name. Featured by one quality—the finest. Made 
by the largest manufacturers of mechanical rubber goods in the world. 











Write for complete information. 








WOVENSHOSERGBRUBBERECOMPANNA 
Cambridgey Masse 
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No. 77 Black 
Assortment 


A brilliant display in gold, 
red, blue, black and white, 
containing one each R22 
revolving head,M22 miner 
head, F22 and F23 focus- 
ing, and two No. 6100 
broadbeam. For limited 
time these assortments will 
be either all black or all 
nickel. Display reaches you 
complete—ready for your 
counters. 








No. 66 Colored 
Assortment 


Keen, striking, attention- 
getting colors in display. 
Colored cases only. Con- 
tains one each F22 focus- 
ing red and green, one 
each F12 baby tubular fo- 
cusing old rose and green, 
andoneeachNo.22 broad- 
beam red and green. 
Chromium fittings! Display 
reaches you complete — 
ready to put on counter. 


i 


HE newest, finest and most practical creations 
ever offered... revolutionary in principle, design 
and construction. 

TheNo.66 Colored Assortment contains the three 
fastest-selling numbers in the Burgess line of col- 
ored cases. Two each of the large focusing type, 
baby focusing type and broadbeam type. Chromium 
fittings! Each flashlight has a colored paper band, 
as shown in illustration at top, showing the number, 
type and price of flashlight. 

The No. 77 Assortment contains either all black 
or all nickel case flashlights...in a wide variety of 
types to meet all requirements. It contains one re- 
volving head flashlight, one miner head, one large 
and one medium focusing, and two broadbeam 
types. Price bands tell customers the type and price 
of the flashlight. 

Displays require scant counter space. Equally 
valuable for window display purposes. A trial 
order for one each will convince you that these 
displays will jump your flashlight sales consider- 
ably. Wire, write or telephone your jobber at once. 


_ BURGESS BATTERY COMPANY 
111 West Monroe St., Chicago, Ill. 


NewYork SanFrancisco Boston Atlanta Minneapolis KansasCity 
In Canada: Niagara Falls and Winnipeg 
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There is nothing half so satisfactory or of greater importance to 
any home or farm as a reliable water supply. The truth of this state- 
ment has been brought home recently in a very forcible manner to 
many thousands of water users living in drought ridden communi- 
ties. Already provisions are being made by home and farm owners 
to guard against a re-occurrence of this condition. Myers Well, 
House and Cistern Pumps, Power Pumps, Pump Jacks and Water 
Systems are being installed in greater numbers than ever before. 


The importance of this activity is easily discernible. If you are 
looking for increased pump business on a more profitable basis, 
Myers Quality Built Pumps offer more and better opportunities 
to obtain it than ever before. New Catalogs and prices on request. 
Write or wire. 
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TE F.E.MYERS & BRO.E. 
ASHLAND. OHIO. 


Manufacturers for over Every Purpose, 
WATER SYSTEMS-HAY GRAIN UNLOADING TOOLS ~ BARN,FACTORY end 
GARAGE DOOR HANGERS- STORE LADDERS, Etc. 
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CYLINDER 
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HARDWARE PRODUCTS 
LSED THE WORLD OVER 


WORIES - SIX"EEN BRANCT ES 





THIS NEW SIMONDS DISPLAY 
IS YOURS FOR THE ASKING 


“It is the best window display I ever saw” 


Tuts display has been designed to add a new charactet to window exhibits. It is strong in effect, 
and yet artistic; colorful, but not garish; attention commanding and useful even in a relatively small 


window. It is complete in itself, but designed for use with actual products in any display window. 


It contains 7 units. The large center section has two side wings, the total open size being 41 inches 
high by 52 inches wide. Each of the 6 small units (3 for each side) measures 6 inches wide by 12 inches 


high. It will accommodate itself to practically any size window. 


From long experience in buying and using window displays for Simonds products, we think this display 


will prove to be a genuine business getter in any Hardware or Supply store. 


Advertising Department 


SIMONDS SAW AND STEEL CO. 


FITCHBURG, MASSACHUSETTS 
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HUBBARD 





$Oc KET 


$ HAN K 





SHOVELS & SPADES 


LOOK FOR THE CLASS MARK - CLASS A> CLASS B> CLASS C 





+ + STRENGTH WITHOUT 


EXCESS WEIGHT + 


No Socket Shank shovel ever broke out at the weld— because there is no 
weld in this remarkable shovel. Blade and socket are made from one piece 
of special analysis carbon steel. + + Not once in a coon’s age will you ever 
see a Socket Shank shovel with a broken blade—because every Socket 
Shank is tempered by electrical heat treatment the entire length of blade 
and socket. No other shovel can be heat treated to this extent. + + Handle 
breakage is almost unheard of in the Socket Shank line—because the socket 
of this shovel supports the handle a full ten inches. Unheard of in any 
other shovel. + + Hubbard Socket Shank is the strongest shovel in the 
world, grade for grade. And there is not an ounce of excess weight. + + The 
Socket Shank line is manufactured exclusively by Hubbard. For the con- 
venience and protection of trade and user every Hubbard Socket Shank 
shovel is branded with its class and priced accordingly. You will sell more 
shovels and make more money with the Socket Shank line. It is dominating 
the market. Write for catalog and prices—or ask your jobber. 


HUBBARD & COMPANY. MONTPELIER, INDIANA 





HEAT TREATED BALANCED 
End to End And Stays that Way 





x // b/ 
54 Pa 


FLIWATE STRENGTH 
No Excess Weight Beyond All Others 
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NEw DEALERS ...and New Customers 


« « A Few 
GLOW-MAID 


Features 


MODERN STYLE 
HOT-SPOT TOP 
DIRECT FEED 
FUEL-DOOR 
SCIENTIFICALLY 
REINFORCED 
COOKING TOP 
BUFFET SHELF 
BUILT-IN WARMING 
COMPARTMENT 


GLOW-MAID 





(Patents Applied for) 


f or Those Dealer $s 


THE new Globe Glow-Maid—the modern coal or wood range— 
has attracted hundreds of new dealers to the Globe line. But it hasn’t 
stopped there. 

The Globe Glow-Maid is making sales for these new dealers— 
range sales such as they have not enjoyed for years past. And there 
still are many territories where the Globe Franchise is still open— 
where the opportunity exists for you, perhaps, to do a range business 
and make a profit that you had not anticipated this year. 


The reception accorded the Globe Glow-Maid we sincerely 


believe is unparalleled in range history—and is fully warranted by 
the modern and colorful beauty—the new standard of cooking per- 
formance and efficiency—which it brings. 

As a dealer alive to all possibilities for new profits—it is worth 

your while to investigate the Globe proposition and get all the 

facts on this new line of Globe ranges. Write without delay. 


GLOBE AMERICAN CORPORATION, KOKOMO, IND. 


Formerly Globe Stove and Range Co. 


Makers of Glow-Boy and Ray-Boy Parlor Furnaces 
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Donitsell this woman a bulb 


WHEN SHE NEEDS A HALF DOZEN LAMPS. . . 


This customer for “‘a bulb” has come with an open pocketbook. How 
many lamps will you sell her before she closes it? 


Decorating her home—changing its arrangements and lighting 
effects is one of her happiest jobs. Make the most of that fact 
before you say “thank you,” and turn to the cash register. 


Show her the Sylvania inside-colored lamps, the Gothic shapes, 
the modernistic forms, the candelabra types. Recommend a 
few Sylvania larger inside frosted lamps for the kitchen— 

the bathroom. 


She knows the name of “Sylvania.” National Broad- 
casting of the Sylvania Foresters and newspaper adver- 
tising—all have worked for your turnover. 


Quit taking orders for just a lamp or two. Sell 
people all they need! 


NILCO LAMP WORKS, Inc. 


Emporium Pennsylvania 


yore: PS 


Licensed Under the General Electric Company’s Incandescent Lamp Pa‘ents 


Listen to the Sylvania 
Foresters Every 
Wednesday Evening 
Over Stations WJZ, 
K DS 42> KFAB, 
KWK, KYW, WBZ, 
WBZA, WHAM, 
WLW, WREN 
Helping Your Sale of 


Lamps. 





& 
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Spiral Bristle Brush. 


Gentle beating, sweeping. 
Removes all surface dirt. 





Removes deeply imbedded grit 





with 10-piece accessories. 


ML 
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CLEANER WITH SUPER- $ 50 
SUCTION and.FREEDOM 39 
FROM REPAIR RISKS .. 








‘THE fastest selling vacuum cleaner is the MOTOR-DRIVEN BRUSH 

TYPE—because its swift surface cleaning ability impresses pur- 
chasers. But super-suction is, needed, too, to remove imbedded dirt 
and to keep customers satisfied. 


The ordinary Motor-Driven-Brush motor is not strong enough to pro- 
vide the extra suction needed to apply effective cleaning action to 
rugs. The CLEMENTS has this power—because its motor is identical 
with the one used in CLEMENTS heavy duty industrial cleaning 
equipment designed for factory work and the rigid requirements of the 
U.S. and British governments! No other household cleaner must meet 
such tests—hence, no other cleaner gives such assurance of dependa- 


bility! 


ANOTHER EXCLUSIVE FEATURE 


««-10-piece accessories which sanitize, deodorize, 
repel moths and auto clean » » » » » » » » » 


00 


Retail 


This new equipment, costing no more than old-fashioned ‘‘attach- 
ments’ makes the CLEMENTS a sanitizer, moth-repeller and auto 
cleaner as well as a household cleaner. No other machine selling 
through regular channels offers such equipment! Never before has 
Electrical Sanitation been available in a cleaner selling for less than 
$75.00! A larger majority than ever before are buying moderately- 
priced merchandise “‘over-the-gounter’ and through established 
dealers. The many exclusive CLEMENTS features will enable you to 
take full advantage of the profitable Fall Housecleaning season! 


In keeping with the trend, we have developed a plan of co-operation 
which will bring people into your store to purchase. Write for full 
details. 


CLEMENTS MFG. CO. 


624 FULTON STREET 
CHICAGO 


CLEMENTS « CLEANERS - BACKED - BY - 19- YEARS : MANUFACTURING - EXPERIENCE 





THE ONE MOTOR-DRIVEN BRUSH 


Retail 
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IT STANDS SUPREME 


THE 


In this new Model 20 — One Minute offers a 
value far ahead of the Washer industry. No 
skimping in size or quality — every worth- 
while feature — Popular Priced. In any com- 
parison of present day Washer the Model 20 
stands supreme. 


CHECK THESE FEATURES 


1—-Oversize full porcelain tub — no bolt holes. 

2—Convenient outside automobile type clutch control. 

3—Latest improved wringer — 214” Balloon type rolls. 
Self draining trough in place of flipper and drain 
boards. 

4—Special Lynite satin finish —fast washing sub- 
merged agitator. 

5—Silent sealed in gears — running in continuous bath 
of oil. A mechanical marvel and insuring quiet- 
ness — long life — freedom from servicing. 

6—15 year service bond —a sales clinching feature. 

7—One Minute rotary ironer attachment — at modest 
extra cost. Slips on in place of wringer. 

8—Unusually beautiful — out distances all competition 
in graceful lines and substantial, colorful compact 
appearance. 


TO SELL AT 


Q20 


Slightly higher West of the Rockies. 


The complete One Minute series includes the 
new Model 20—also the Model 30—the best 
that engineering skill can create in an Elec- 
tric washer; and the Model 120, equipped 
with Briggs-Stratton Gasoline Engine for 
homes without electricity. 


One Minute Manufacturing Co. 


Department H. A. 


NEWTON, IOWA 
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ONE MINUTE MFG. COMPANY, 


Newton, Iowa. 





Send the facts on your New One Minute Mod- 
els. We are interested. 


Address 
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Born Flat— F- 
and Kept 
FLAT 


A New Window Glass that is 
Creating a New Standard of 
Flatness, Clearness, Easy Glazing 
and Quick Sales 
















OLD a piece of Pennvernon Window Glass 
across the light, and then against the 
light to see that a great change has taken place 
in window glass making. A surprising new free- 
dom from waves, streaks and bowed surfaces. 
A new brilliance of finish. No “right” or “wrong” 
side. Both surfaces alike. 

And you will readily realize how much better 
windows Pennvernon will make—and how 
much easier work for the glazier. 

The new process by which Pennvernon 
Window Glass is made is fully described and 
pictured in a new booklet that is yours for the 
asking. Simply write to the Pittsburgh Plate 
Glass Co., Grant Building, Pittsburgh, Pa. 

























Pennvernon Window Glass is ready for immediate de- 
libery at all warehouses of the Pittsburgh Plate 
Glass Company — located in every leading city. 


Pennuernon 


flat drawn 


WInDOW GLASS 
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It is virtually impossible for 
your customer to distinguish 
between good bolts and nuts 
and ordinary ones. They all 
look much the same over the 
counter. That is why Bethlehem 
Steel Company stamps an “A” 
on the head of each bolt. The 
“A” on the head of a Bethle- 
hem Bolt is not only a mark of 
identification. It is a mark of quality as well. 
Bethlehem Bolts and Nuts possess the high 
quality you would naturally expect in the 
product of a large steel-making organization 
with a half-century-old reputation for mak- 


BETHLEHEM 
BOLTS ano NUTS 





You can recommend these bolts 
to your customer with confidence 


ing quality steel and steel 
products. Selected Bethlehem 
, steel is used in the manufac- 
ture of Bethlehem Bolts and 
Nuts. The threads are cut clean 
and accurate. The bolts are 
carefully inspected, and come 
to you in strong, neat pack- 
ages. They are as good bolts as 
can be made. 
The “A” on the head of a Bethlehem Bolt 
indicates known quality. It marks a bolt that 
you can recommend to a customer with con- 
fidence; a bolt he can buy with the assurance 
that he is getting sound value for every dollar. 


BETHLEHEM STEEL COMPANY 
General Offices: Bethlehem, Pa. 


District Offices: New York, Boston, Philadelphia, Baltimore, 
Washington, Atlanta, Buffalo, Pittsburgh, Cleveland, Cincinnati, 
Detroit, Chicago, St. Louis. 

Pacific Coast Distributor: Pacific Coast Steel Corporation, San 
rancisco, Los Angeles, Seattle, Portland, Honolulu. 

Export Distributor: Bethlehem Steel Export Corporation, 
25 Broadway, New York City. 


Se ee 
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THE NEW aes 


ELECTRIC 
APPLIANCES 























Here is one of the handsomest and most 
mechanically and electrically perfect 
smoothing irons ever offered to the 


public. The Coleman “Master Automatic 
Model No. 37. Fully automatic. Heat 
adjustable for any kind of ironing. Im- 
proved embedded type heating element 


is guaranteed for Life- Time! Long slop- ge e 

ing point and button-beveled sole plate j ate 

scientifically designed for easier ironing. if ail * A } 

Improved heel rest. Rosewood finish 

handle. . Ory: fi & @ 

“Ariel” Coffee Maker. 

oo pg me 8 

um ate. on-Sp ° . 

Spout. Makes 8 cups. 3 OLEMAN Electric Appliances are made espe- 
cially for the Hardware and Housefurnishings 

on eonte, Sr OB, Trade. They are distributed through your regular 

Ch i late. ° . ° 

Toasts two slices . hardware jobber, under a policy that gives you pro- 

sides. Removabie e . 
crumb tray. tection you have never enjoyed before. A chance to 


go after the electric appliance business in your terri- 


tory under conditions beneficial to you / 
Hs den atl The new Coleman Line appeals instantly because 


late. Model . ° . ° 
Ne. 323 cheats of its high quality, unusual beauty, its new features, 
versize n. 2 
cookingunits. better performance and reasonable price. 
Double pole 


ee Now showing. Jobbers ready. Shipments made 
promptly. Splendid new sales opportunity for Fall 
... a Mew line, a new appeal. Send for Catalog. 





e va ffi 

wed with Haat : 7. 

No. 16.” Nickel Coleman Electric Appliance Catalog No. | 
finish. Die-cast 

aluminum grids. 


Large expansion 
hinges. Illustrates and describes all models. 


Explains special new Coleman fea- 
tures. Full of talking points that will 
make sales for you. Write the Cole- 
unicitto Stk. All man Office nearest you for your copy. 


Model No.64A. All 
Chromium plate. 











_ ——— The Coleman Lamp & Stove Company 
ae Seed Electric Division 

gold lined. General Offices: Wichita, Kansas, U.S. A. 
Urn has spe- Factories: Wichita, Chicago, Toronto 
Cee Branches: Philadelphia, Chicago, LosAngeles 
Non-Drip (ED3) 


Faucet. 
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| Grideliere- 


It makes pancakes, 
waffles, French toast 
for your customers 

~and profits for you 





















YOUR CUSTOMERS WILL PREFER 
NY merchant who gives his customers a chance to 


MAJESTIC GRIDELIERE BECAUSE— 
see and examine the improved Majestic Grideliere 






Reversible grids— exclusive with Majestic 
—permit making pancakes, French toast, 
toasted sandwiches on smooth side; waffles 
on the other side. 





will make additional profits. 








Grideliere does so many things well, it is so simple in 
operation, it is so beautifully designed and finished— 
that you can sell it to ‘customers who are looking for 
"something new and better and different". 





Baking temperature regulator which signals 
when grids are at baking heat. 









Chr I | ts-——the most durable 
and efficient heating elements made. 







Patented grooves prevent batter from run- 
ning over. Grids are removable, easy to clean 
without injuring elements. 







Grideliere is a time-tested product. Many thousands 






of Gridelieres are today giving unfailing service after 


No greasing necessary for perfect results. 







Simple to operate. 
aba evened years of use. 
Beautifully finished in chromium plate with 
jade green fittings; 8-ft. cord and plug with 


self-contained switch. 






Retail price of Grideliere is $18.00. Your margin of 
profit is generous. Ask your wholesaler, or use the con- 





venient coupon to get full information from us. 


3 te eee 


MAJESTIC ELECTRIC APPLIANCE COMPANY  ‘y wholesaler is 


Philadelphia. Penn. San Francisco, Calif. Kansas City, Mo. Signed 
10 Chestnut St. 590 Folsom St. 237 Railway Exchange Bidg. Street. 




















GENTLEMEN: Please send me further information about Majestic Grideliere. City State or 
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And Now! 


life-size “Winsome Girl’’ 


To Attract Still Greater 
Attention to the Ever 
Important Household Need 


BISSELL’S 


With “Hi-Lo” Brush Control 
sweeps every floor covering—easier! 








“Winsome Girl,’”’ the new Bissell display, graphically 
portrays the charm of modern women when difficult 
household tasks are made easy. This beautiful life-size 
display sent free, upon request, to merchants selling 
Bissell Sweepers. 


'‘ Bissell’s Hi-Lo Sweepers enable 
alert merchants to make many 
profitable additional sales to 
customers who are “sold on 
Bissell,” but possess older 
models. The attractive display, 
shown here, and our national 
advertising will help you. Be 





BISSELL CARPET SWEEPER CO. 
GRAND RAPIDS, MICHIGAN 
New York Office and Expt. Dept., 46 West Broadway, New York, N.Y. 









= +) 
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THE MANUFACTURERS 
OF PLASTIC WOOD 











RUG-STA, the new non-slip liquid for fine rugs, 





is being introduced by a forceful advertising 
campaign that appeals to the hearts and heads of 
millions—awakens people to the menace of slip- 


ping rugs—gives them that ‘‘you may be next”’ 





feeling that sends them out to buy—into hard- 


ware and paint stores everywhere. 


Safety Councils, Insurance Companies, are 


broadcasting the warning that there’s no place 






like home for accidents. And much of the danger 


4 ws 
pon a 
: > re SS 
A SLIP RUG = 
C mS = 
Sip, 
Mua f 
” Ting 


lies in slipping rugs. So here is RUG-STA to ae A 
eliminate this danger—to appeal to a safety- \ Z Ks : 
seeking public—and to bring you new profits— X é z E 
bigger profits, because RUG-STA provides you \ ; Rus: sta 0 


with a companion seller for paint brush, spray 


gun or floor wax. 


A CONVINCING COUNTER DEMONSTRATION 


INTRODUCTORY ASSORTMENT 


1 colorful counter card with start- 
ling, slipping figure. . . . Free 


’ 2rugswatches forthe SlipTest . Free 
100 consumerdooklets . . . Free 


Retail 
Value 
8 Quarter Pints . . . . . $5.20 
Gite Pimw. ..° .- « «= 6 


2Pints . ‘ ‘ ‘ A ‘ 3.00 


Total retail value oe « « « 2a 
Less 33144% yi. «© « « OS 


Costtodealer . . . . « $9.47 













TO: ADDISON-LESLIE CO., CANTON, MASSACHUSETTS 
Enter our order for RUG-STA Introductory, Assortment. 
Ship and bill through: 


Sey 5 5 0 PERO Daas ee a 
Flesh isis SPREE F SS Ree Oe. oR 








RUG: STA 














% aie anes Gee. ES LE a ee DCS RD 
PH I oid cxciasicnias, cavakceseyentiens (qeibiasemabesdetstsibuscieiatwesenooss 
r ctor fine rugs 

















PREVENTS SLIPPING/ 
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“KEEN KUTTER 


SCISSOFS 
and shears 


The one line of Scissors and 


























Shears the women of Amer- 
ica recognize and demand. 
+ + They have been the 
Standard of America for 
over half a century. » * ° 
That’s why they step-up 
your cutlery profits. » - 
And your benefits are even 
greater than this. - - » 
They attract more women 
to your store and women 


buy 85% of all home needs. 


Years of faithful service 





—of pioneering in 
the hardware field 
are back of this 
trade-mark 


Today —as ENE in the ex-E a 
—it identifies the best in hard- 
ware and kindred products 












“*The recollection 
of quality remains 
long after the 
price is forgotten”’ 
E. C. Simmons 


Shear tension control for 

every individual made 

possible with this patent 
bolt and nut. 






The 
K-389P 
POCKET 


They snip at the 
very tip. 
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Something to talk about! What washing 
machine dealer hasn't prayed for it? For 
some definite, outstanding feature that 
really commanded intelligent selling. 

Here it is. The first and still the only 
genuine specialty feature in the washing 
machine industry. It stands on a par 
with the specialty features that made 
leaders in other industries. MEADOWS 
SELECT-A-SPEED! A different washing 
speed for each different type of fabric. 
An improvement that means something 
to the buyer. Not a vague mechanical 
change that tickles the engineer but 
means nothing to the housewife. 

It takes a washer selling for $165 to 


o Wein < 
mO\O/EL 


Pe WY y)) 


12 R. 


STILL ... the only specialty feature: in 
SELECT-A-SPEED! = 


keep a sales organization alive and 
prosperous. Why let them sweat to jus- 
tify a $165 price in terms of common 
details like wringer rubber or tub con- 
struction. 

Here's a definite, convincing feature 
that sells itself. That alone is worth the 
difference between Select-A-Speed at 
$165 and cheaper washers that sales- 
men can’t sell against because they have 
nothing to sell. 

Get in touch with the Meadows fac- 
tory. Put your men on Select-A-Speed. 
See the difference in the results they get 
from the first day. Write or wire us for 
details on your local franchise. 





the Industry 











THE MEADOWS MANUFACTURING COMPANY, BLOOMINGTON, ILLINOIS, U. S. A. 


MEADOWS iusematsuwars wins 
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Brings Some Real News for Stimulating Fall and Winter Business 






























z Lacquered Metal 
Stock Cabinet 


comat totes ot PURE 
OIL 


My 
Yj 








“Ground in Pure Linseed Oil’’ 





= 





DISPLAY CARD Retail Price, per tube, 10e. 
Another new sales opportunity for Sheffield ing, stenciling, tinting paints, sign painting 
customers! Now, for the first time, Art- and all art work. With the complete dealer’s 
ists, Decorators and Designers can get real assortment, we are supplying a beautifully 
quality pure oil paints—any of 20 popular jade-green lacquered, 20-compartment, metal 
colors—each lithographed for easy identifica- Stock-Display Cabinet at no cxtra charge. 
tion in its own color—at only 10c. per tube. Also stunning display material. Order from 
Nothing better for textile painting, silk dye- your jobber today. 
; ACTUAL 
SIZE 
OF TUBE 








“Slide-Off” 
TRANSFER SETS 


in waterproof oils 

retailing at only = NEW BIG 
The very newest in home decoration. Dainty, DISCOUNTS 
modern. colorful patterns—all original—each in on all Sheffield 


its own glassine envelope. Each stunning set, STENCILS 


made up of corners, sprays, drops and uprights 








of various sizes, may be used as a complete unit, imerenced demand fee. Shof- 
ca : en a field’s unusual patterns, en- 
or as individual pieces. Extremely simple to use “iin sis to. Sons 
—simply dip in water—slide off—and apply. No costs, and pass the savings 
led : long. 
adhesive or varnish needed. ri te 
Write for New Price. List 














Stunning Jade Green Lacquered Breakfast Nook Bench (minia- — 
FREE ! ture size for counter display and holding complete stock, in- 
@ dexed for quick sale) with 33 samples of loose leaf sets ringed to back of bench given FREE 


with each complete dealer’s assortment. 


Be quick in displaying these new Sheffield sellers. Their low price makes them move fast. Your profit is large. Order 


from your jobber now. 


THE SHEFFIELD BRONZE POWDER & STENCIL CO. 
5817 Kinsman Road, Sheffield Bldg., Cleveland, Ohio. 


Canadian Factory: 426 Queen Street, East, Toronto, Canada 





2 Sheffield Patching Wood .. . Sheffield Kleen-A-Brush . . . Sheffield Combination Gold 
Howls Your Stock of ° or Silver Paint . . . Sheffield Bronze Powders? Check up, and Ranconge NOW. 
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WINDOW VENTILATORS 
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WOOD FRAME 








MADE IN THE FOLLOWING SIZES 


Pa METAL CENTER 











| Price 
No. | Height Width—Adjustable Per 
| Oz. 
63 6inches | 19 to 33 inches |........ 
87 las eae ke ? iam Cae pei at : 
88 a. * | 27 “* 48 aa tees 
OS ae ade: Se eee a 























Rain or snow 


outside 


fresh air inside 
without drafts 


Packed One Dozen in a Crate 


SPECIAL PACKING 
Continental Deflektairs are packed 
in wood crates with solid sides and the 
edges are covered with a fibre liner, 
which makes the crate stronger than 2 
carton, yet water-proof, dust-proof, 
and weather-proof. 


OR years and years, Continental Win- 
dow Ventilators have been bringing 
fresh air to thousands—in homes, offices 
and factories, in schools, hotels and hos- 
pitals—wherever people gather, work and 
breathe . .. Literally tens of thousands of 
Continental Window Ventilators have 
brought health and cleaner living to millions 
of people. 
This new and different Continental prod- 


Made by CONTINENTAL SCREEN 























‘Deflektair 


uct not only keeps out drafts, but it is 
storm proof as well. Snow and rain may 
blow, but not a drop of moisture will enter 
through the window where the new 
DEFLEKT-AIR is installed. It is of rigid 
construction, strong, long-lived and attrac- 
tive. 

The projections over the openings effect- 
ively prevent the entrance of any moisture 
from rain or snow. 


COMPANY, DETROIT, MICHIGAN 























oo 
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Kansas CITY is growing and prospering and making a good 

business year of 1930. + Within two years, Kansas City has 

set a new pace in industries established, in construction and in ex- 
pansion of existing industries. Payrolls have increased many millions 
of dollars, + In increasing volume the 19 million people served more 
economically from Kansas City than from any other metropolis are 
buying from Kansas City wholesalers and manufacturers and not 


from distant markets. + A recent Interstate Commerce Commission 
ruling has abolished the Mississippi River basing line and estab- 

lished new and lower through rates between Kansas City 

and the East. ¢ Census figures of 1930 place Kansas City, 

Missouri, in the 400,000 class, and its thirty-mile area 
almost at the 700,000 mark. + Kansas City pre- 
sents sound opportunity for many industries. 
The facts, as they apply to your own 
line of business, will be sent 
promptly on request. 


INDUSTRIAL COMMITTEE OF 


NEW IN 
KANSAS CITY 


RANA cITY da KAN SAS gg Cl Xo 


oil field activity that is in- INDUSTRIAL COMMITTEE, CHAMBER OF COMMERCE, 

vesting upwards of 100 mil- i KANSAS CITY, MISSOURI 

lion dollars to pipe petroleum =f Please send me the facts about Kansas City. I am interested in the 
products from the Southwest {i 

to eastern markets. Kansas | industry. 
City is the gateway of these } 

oil fields, just as it is the mer- ‘ : — 
chandise gateway to this mar- | S : Firm 
ket of one-sixth of the nation’s ze te: Addi 
population, 21 million people. mad 


E CHAMBER OF COMMERCE OF 

















City. State 
{I saw your advertisement in Hardware Age} 
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Rivets That Satisfy 
the Most Exacting 
Demands 










Because we use the finest ma- 
terials aided by superior work- 
manship the driving and setting 
qualities of our rivets are abso- 
lutely correct. The smooth even . 
clinching of Tubular and Clinch 
rivets assures your customers 
perfection in the finished prod- 
uct. You should not be satisfied 
to sell an inferior rivet with the 
possibility of a come-back when 
our rivets guarantee unqualified 
satisfaction. 


O1pproved / 


pig ee the keenest 
buying brains in the country 


CC TUBULAR RIVET & STUD S 
COMPANY 


BOSTON 









a" 


































‘The la rgest 
factory inthe 
world devoted 
to the manu~ 
facture of 

Tubular and 
Clinch Rivets 
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ATKINS 


FAMOUS SELLING 
REASONS 


1 ¢ 73 Years ExperIENCE—as Manu- 
facturers of high quality saws. 


2eTue Best MaTeRIAL-—SILvER 
Streetz, Atkins’ exclusive formula. 


3 ¢ Untrorm TemMPER—no soft or hard 
spots, hold their tension. 


4 ¢ Perrect WorkmansHip—the best 
brains, skill and money can pro- 
duce. 


& ¢ Excuustve Features—in both de- 
sign and finish are exclusive with 
tkins. 


G ¢ Errictency—cuts faster because of 
sharp, correct shaped teeth and 
grinding. 

ZeLone Lastinc—SILver STEEL 
lasts longer than ordinary saw steel. 


@eUsex Prorecrep—every Atkins 
product has the maker’s name 
clearly etched on the blade and isa 
positive guarantee of satisfaction. 


® ¢Sreapy Demanp—resale value of 
Atkins Saws is greater than just 
ordinary saws. 


10¢ DistrisuTion—Service Plants: 
Atlanta, Chicago, Memphis, New 
Orleans, New York, Portland, 
Seattle, San Francisco, Vancouver, 
B. C., and Paris, France. 
Factorires—Machine Knife, Lan- 
caster, N. Y. Grinding Wheel, De- 
troit, Mich.;Cantol Waz, Blooming- 
ton, Ind.; Canadian, Hamilton, Ont. 


ATKINS 








OOD SAWS 


T: YOU as a dealer in profit-making quality 
goods, we present Atkins SILVER STEEL 
Wood Saws. You will find in them a source of 
satisfactory profit for both you and your cus- 
tomers. They offer an ideal combination of bet- 





ter quality to the user, resulting in a quicker, 
more profitable turnover for. you. Show your 
customers the SILVER STEEL etch on these blades. 











It signifies highest quality. 






Write us for prices and illustrated facts 





covering this line 


«. ATKINS comrany 


INDIANAPOLIS, INDIANA 
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Selling Goods versus Buying Sales 


By LLEW S. SOULE 


NY person who has to give away a certain amount 
of merchandise in order to clinch a sale is not 
selling goods; he is buying sales. The sad 
part of it all is that it actually lessens his 

ability as a salesman. 


People are naturally suspicious of “something for 
nothing.” When an authorized clerk cuts the price on a 
marked article, or offers an inducement of free merchan- 
dise, the customer immediately thinks that there is 
something wrong with the goods. He also vaguely 
wonders if other customers are not getting bargains 
which are not offered to him. This undermines con- 
fidence. 


I do not mean that it is not good policy for a store to 
have special price sales, or to occasionally include an 
article with the purchase of another. However, such 
sales and gifts should be available to all customers. 
They should be advertised, and customers should be 
given to understand that it is done for the purpose of 
stimulating trade or to get new customers. It should 
always be a store policy, not an individual one. 

When a clerk takes matters into his own hands and 
gives away a box of shells with a gun, or a package of 
steel wool with an aluminum kettle, he does five things: 

He cheats his employer. 

He cheats every other employee in the store. 

He undermines the confidence of the customer. 

He reduces his own opportunity for increased salary. 

He lessens his ability as a salesman. 


The very term “selling,” when applied to merchandise, 
implies the exchange of goods for money. Under ordi- 
nary conditions it also implies the making of a reason- 
able profit for the store. The customer knows that the 
store cannot operate without a profit, and if the goods 
are satisfactory at the price quoted, he does not object 
to that profit. Naturally the clerk who gives away a 
part of his employer’s goods in order to get the legiti- 
mate price for some specific article, is not selling. He 
is merely offering a ,bribe to the customer for pur- 
chasing. 


If a customer wishes to buy a sled, sell him one on its 
merits, and on the service and pleasure it will give. 
Sell the sled before the question of rope comes up. Then 
when the sale has been made, suggest a sled rope as a 
natural purchase, and sell the rope. 


When you sell paint, sell property protection, insur- 
ance, beauty and satisfaction. Then sell the brush as a 
necessary tool for applying the paint. Sell a saw for 
the service a good saw will give, and then sell the file 
as a necessary tool for keeping the saw sharp. Sell 
poultry netting as a means of keeping chickens in and 
dogs out, and make netting staples the suggested second 
sale. 


The point is, that when an article is actually sold on 
its merits, a gift is merely an unnecessary expense. At 
the same time the article which might have been used 
as a “gift” affords opportunity for a second sale, thus 
increasing the sales volume and the profits from which 
salaries are paid. 
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There is no place in your place for 
commonplace hardware 


Builders and home-builders with profitable contracts to let 
demand individuality in their builders’ hardware. ‘‘Chain- 
store” builders’ hardware won’t do. For that reason you 
cannot afford to disappoint these prospects by displaying 
commonplace goods that can be obtained ’round the corner ° 
at the “‘catalog” establishments. . . . McKinney Hardware 
and McKinney sales policies meet these present-day condi- 
tions ideally for the independent merchant. McKinney 
Hinges, McKinney Forged Iron Hardware, McKinney 
Builders’ Locks and Trim represent the style-leadership in 
builders’ hardware. They are known and recognized in all 
sections of the country as the peak of style plus quality... . 


In addition these famous products are not sold to chain- 





stores or mail-order houses. 


WP herbage LL 


President 


McKINNEY MANUFACTURING COMPANY 
PITTSBURGH, PENNA. 


McKINNEY HARDWARE 


Jewelry of the Home 


MCKINNEY FORGED IRON HARDWARE 
MCKINNEY HINGES (ALL KINDs) 

MCKINNEY BUILDERS’ LOCKS AND TRIM 
MCKINNEY GARAGE HARDWARE AND PADLOCKS 


McKinney Products are not sold to the chains and mail-order houses. 


$ 
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“Turner - 


on tue HARDWARE MAP 


vides 22,500 square feet of display 
space, the basement 15,000, while 
an additional 22,000 square feet of 
storage space for surplus stocks is 


GGRESSIVE advertising 
methods are playing an 
important part in mak- 
ing hardware history 

these days in Stockton, Cal., and 
vicinity. The Turner Hardware 
and Implement Co., with main store 
and headquarters in Stockton and 
eight branch stores in nearby 
towns, has well placed confidence 
in the power of planned, system- 
atic advertising. The concern car- 
ries an average stock of merchan- 
dise valued at $400,000, and con- 
summates an annual volume of 


This expansive modern store front of 
the Turner Hardware store on North 
American Street, Stockton, California, 
gives a wide scope for window display 


business of about a million and a 
quarter dollars. 

As might be surmised from the 
foregoing figures, the firm has 
first prepared itself to do a large 
volume of business by adopting 
modern merchandising methods in 
every phase of its activities. Thus, 
the organization has placed itself 
in such a position that it is justi- 
fied in exploiting its services and 
facilities and with telling effect. 

The new Stockton store is one of 
the finest and most complete in the 
West. The main sales floor pro- 


TOCKTON, caurorwa 


available in a warehouse. There 
are three department managers in 
the main store. Each has charge 
of one of the three major depart- 
ments—hardware, household and 
implements. Every employee on 
the sales floor has specialized in 
his work. One man is responsible 
for sporting and athletic goods, an- 
other supervises the paint depart- 
ment, and so on, throughout eleven 
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MEMBERS OF THE TURNER ORGANIZATION AT 
STOCKTON, CALIFORNIA 


Left to Right (back row): Wm. J. Darby, S.. W. Wentz; Assistant Secretary; A. W. 
Stowell, Manager Implement Department; George H. Mears, Credit Manager; H. H. 
Stagg, Purchasing Agent 


(Front row): Al Steinman, Advertising Manager; John D. Turner, President 


different classifications. While each 
man in the organization specializes, 
he sells every type of merchandise 
handled in his particular depart- 
ment. Due to the fact that the 
store specializes in practically all 
lines, with men trained in the 
knowledge of those lines, it has 
been possible for the firm to build 
up a large volume of business. 

J. D. Turner, president and gen- 
eral manager, in referring to the 
advertising activities of the firm 
said: “We maintain an advertising 
department, at the head of which is 
a very competent man in that line, 
who very closely follows news- 
papers, direct mail advertising, a3 
well as direct letters with personal 
appeals. In our Stockton store we 
opened approximately 400 new ac- 
counts within a short time after 
opening our doors. This was due 
to the aggressiveness of our adver- 
tising methods.” 

Al Steinman is advertising man- 
ager and he is continually accom- 
plishing worthwhile sales promo- 
tional projects. Some of the 
methods employed have stood the 
acid test of trial and time, while 


others are unique in hardware mer- 
chandising circles. Mr. Steinman 
in commenting on the advertising 
activities of the concern said: “In 
our promotional work we _ utilize 
dominating space in the news- 
papers. For the household depart- 
ment, we employ the department 
store type of copy and display in- 
terspersed with special campaigns 
on specialty items, such as stoves, 
ranges, heaters, washers, cleaners, 
radio, etc. 

“Direct mailings are made to 
specialized lists, of which we main- 
tain quite a number. Seasonable 
direct mail promotion is carried on 
to these lists bearing on the par- 
ticular merchandise in which these 
prospects and customers are in- 
terested. 

“Other direct mail work consists 
of letters of appreciation to cus- 
tomers who have paid up their ac- 
counts; made_ substantial pur- 
chases; new customers opening ac- 
counts; also those customers whose 
accounts have become inactive are 
followed up by mail. 

“In our newspaper promotional 
work, we use at intervals through- 





What Mr. Steinman refers 

to as “the department store 

type of copy” is reproduced 
in the illustration below 
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| oe to TURNERS... 
| I've heard SO much about their 
} wonderful store and policy...” 


“My friends tell me of the beavtiful things in their gift and din- 
|| nerware section—al the service and courteous 
‘of the fine quality and moderate how a oer 
‘are in the customer's satisfaction. All of my friends who ha 
the store are so enthusiastic that 1 must ge, to!” 


Dinnerware--Moderately Priced } 














| New Arrivals ig 












ADVANC 
ioe Naser 





E CLOTHES DRYER 
Bares Set aes 









PERCOLATOR 
TABLE TIMER 
Special Otfer—$18.50 


and 








out the year a series of strictly 
‘Policy Advertisements,’ which deal 
with the policies of the firm. These 
touch upon our quality merchan- 


dise, store service, courtesy and 
stress the fact that we consider the 
customer’s satisfaction, confidence 
and good will of vastly more im- 
portance than the immediate sales 
of merchandise. 

“This type of advertising is the 
foundation of our merchandising 
copy and serves to assist in building 
confidence and adds to the accum- 
ulative effect of our advertising 
program as a whole. All copy and 
layout is of a dignified nature, re- 
lying on facts and a straightfor- 
ward statement of our merchan- 
dise. We keep our advertising free 
of any misstatements or misleading 
claims. 

“We also have a little store paper, 
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Mr, ¥. HB. Gideon 

Ripon, Californie 

Dear Mr, Gibson: 

We used to take a oes deal of pride in the 
Fact th xy phd were one vee nas valued — Te 

cayesees Te thie @ due to any fault of of curt 

Today, it occurred to m ae 

thing went =e. anda you, Fon realicing how 
sincere we im our weiley se cheerfully 

be mapa ~ aaaia 41d not give us @ chance to 


So I am sending you this personal letter to 
that I hope it is not too late, end that zon 
sh —s hesitate Se — me what, if anything, 

80 proper’ adjust= 
mat, “{mmediste 7 


= far enian, and, shat pou 1b ge Ay Bagel 
8 amiss, an \t just simply be 
Bot had cosasion cous ane “ 


I find pleasure in Toutnding gon soot your 
account is still marked “preferred”, and I 
hope you will come in soon, sat task Y ne oto 
your account estive ve again, 
Yours very sincerely, 
Ture 
mT TURNER HARDWARE AND IMPLEMENT CO, 


eeramueers vere 











which is issued 
each week to em- 
ployees. We call 
it the ‘Turn- 
Over’ and it car- 
ries a_ supple- 
ment attached, 
having the title 
‘Pepper __ Box,’ 
which reviews 
the selling expe- 
riences of sales- 
people, or sets 
forth the fact 
that unusual 
services have been rendered by cer- 
tain salespeople, etc.” (A specimen 
of the store paper and accompany- 
ing supplement are reproduced.) 
No résumé dealing with any 


Right: This is the type of 

“thank you” letter sent to cus- 

tomers who have made a sub- 
stantial purchase. 


Left: A specimen of the letter 
sent to customers whose ac- 
counts have become inactive. 
In reply to this letter one cus- 
tomer wrote: “I am still a cus- 
tomer of the Turner Hardware 
Co., and expect to continue so 
as long as I receive the courte- 
ous treatment I have received 
in the past.” Another set forth 
this complaint: “I am sorry to 
say the milk cooler we pur- 
chased from you was very un- 
satisfactory. We had to have it 
resoldered in several places be- 
fore using and the tin is so 
thin that it won’t last one-third 
as long as the old one we had.” 
The firm made an adjustment 
enabling the store to continue 
to receive this customer’s pat- 
ronage. 





phase of the activities of the firm 
would be complete without paying 


a well deserved tribute to Mr. 
Turner, who has made the remark- 
able business’ record possible. 














~ 
Weare vee, WHOLESALE ANO METAR, = 
ca = 









roy ge Boarmg 
store, 


ir ure 
appreciate your valued 


tha 
patronaye, 
r a y ee tates that your complete 










etion 18 one of our most valued 
awe ly hope that you 
our rehandiee and service 
not, we Will eppreo olate 
nity, to make an adjustment, 
nd hoping that ve 
asuro of being of further 
wish to remain 


Yours very traiy, 


TURNER Ki AND IMPLEMENT CO, 
ar tel 
mee LT 





deramoeneo sare 





Phrased in the 
words of one of 
his employees, 
the success at- 
tained by the or- 
ganization: 
“Has been due 
to his remark- 
able vision and 
keen_ business 
judgment; his 
merchandising 
ability ; his busi- 
ness policy, 
coupled with the 
high regard he has won from all 
employees through his fair dealing 
and generous consideration. In 
the parlance of business, Mr. 
Furner knows what it’s all about.” 


Government Expert Recommends Study of Table 


(From Our Washington Bureau) 

Discussing means of purchasing 
paint, Percy H. Walker, chief, 
Paints and Varnish Section, Bu- 
reau of Standards, in an article in 
Commercial Standards Monthly, 
refers to a table of specifications 
he presents and says that it is be- 
lieved no purchasing agent can 
better prepare himself for intelli- 
gent buying of paint than by a 
careful study of the table. Both 
specifications of the Federal Spec- 
ification Board and of the Amer- 
ican Society for Testings Mate- 
rials are incorporated in the table 


of Paint Specifications 


and in most instances are iden- 
tical. 

The opinion is expressed by Mr. 
Walker that the cordial coopera- 
tion of the A. S. T. M. committee 
and the Federal committee makes 
it almost certain that neither com- 
mittee will adopt any specification 
that is radically different from a 
specification for the kind of ma- 
terial adopted by the other com- 
mittee. This, he states, does not 
mean that each committee will 
necessarily adopt all of the speci- 
fications adopted by the other. It 


is pointed out that while study of 
the specifications in the table will 
help the man who intelligently 
uses them, they are not a substitute 
for common sense. 

“If one wishes to keep paint and 
painting costs down when buying 
under specifications or in any 
other way, use dark-colored paints 
whenever possible,” says Mr. 
Walker. “Do not forget that white 
and light-tinted paints are not 
only the most expensive decora- 
tive structural paints, but are at 
the same time the least durable. 
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HERE are three steps in 

our scheme of electric 

washing machine selling. 

Step No. 1 is the demon- 
stration. Step No. 2 is the looking 
up of the prospect’s credit stand- 
ing and the last step is the con- 
cluding of the sale.” 

Ray Koenig is talking. Ray 
is manager of the specialty de- 
partment of the H. B. Koenig 
hardware store in Tonawanda, 
N. Y. This business was started 
in 1886 and is without a doubt 
one of the most successful stores 
of its type in the western New 
York territory. But to get back 
to our “steps”! 

“Electric washers must be dem- 
onstrated,” Ray continues. “Ex- 
clusive, or semi-exclusive over- 
the-counter selling is nice theory. 
But it doesn’t work out in practice. 
We have sold close to 3500 elec- 
tric washers in our limited terri- 


Tonawanda, N. Y.,°is 
the scene of this story 
on the profitable sell- 
ing of electric washers. 
The H. B. Koenig hard- 
ware store is one of 
the successful stores in 
W estern New York ter- 
ritory. 

Here are some ideas 
on demonstrations, 
credit and selling 
methods. They may 
help you too... .... 


tory and our experience tells us 
that a washer to be sold must be 
put into the home and demon- 
strated! Women get interested in 
the washer in our store but sel- 
dom buy. Not until we give them 
a demonstration in their homes! 


Demonstrating washers in the store of A. Librett, New Rochelle, N. Y. 


OENIG SELLS Electric 


“We encourage demonstrations 
no matter whether the prospect is 
‘hot’ or not. Many times a ‘cold’ 
prospect becomes a ready buyer 
once the machine is in her home 
and is being demonstrated. On 
the other hand, a woman may not 
be inclined to buy today, speaking 
figuratively. She is more than 
liable to make a washer purchase 
tomorrow. And in the meantime 
she knows all about our goods 
and when in the market gives us 
first call! 

“Then, too, prospects talk. One 
woman tells another about the 
demonstration, about the product, 
about our firm, and an enormous 
amount of good advertising is the 
result. 

“We find that we bring back a 
very small percentage of washers. 
Not near enough to make us aban- 
don our demonstrating plan or 
cause us to lose money. Of course 
this small percentage is due in 
great part to the thorough demon- 
strations we endeavor to execute 
and to the product itself. We han- 
dle but one washer and sell it ex- 
clusively in the Tonawandas. 

“Six years ago we junked all our 
washers and took on this one line. 
We have sold approximately 2000 
washers of this make alone since 
1924. 

“We have two salesmen on the 
outside. They are experts and 
know how to sell house-to-house. 
They are ‘imports.’ We felt that 
total strangers would try to sell 
everybody and would not avoid 
certain prospects because of pre- 
vious familiarity. Our plan has 
worked out exceedingly well. The 
home demonstration is tied up 
with so many angles—that of 
product, that of pre-selling ability, 
etc., etc., and each is an impor- 








ric 
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WASHERS 


By ROBERT K. DORAN 





tant cog in the entire. successful 
home demonstration scheme!” 

The second Koenig step is the 
looking up the prospect’s credit 
rating. This would be step No. 1 
perhaps with most hardware mer- 
chants. But Koenig’s don’t bother 
with the credit side until the 
washer is in the home. Koenig’s 
take note of the home, its furnish- 
ings and the general tenor of the 
immediate environment. If these 
factors and the accompanying con- 
versation indicate that the pros- 
pect could pay the regular Koenig 
down payment and remit the bal- 
ance on a definite monthly rate 
basis, the third step, the Selling, 
is undertaken in earnest. 

“If, after making a demonstra- 
tion, we find that a prospect’s 
credit is none too good, we pull 
the washer immediately and go to 
greener fields. We don’t believe 
in taking chances and we don’t 
take any! We have never fallen 
into the rut of being too anxious 
to make sales. Before a contract 
is signed we must know definite- 
ly, as definitely as can be ascer- 
tained, whether the prospect or 
customer can pay the bill. 


We gratin of 

TRIGIDURE 
Pat ey 
CAN alpnsoen! 
fm the tie sth 
th terns 





“Our third step is taken when 
we know that the prospect is okay. 
This third step is the actual sell- 
ing and closing of the deal. If the 
demonstration is all it should be; 
likewise the personality and sell- 
ing arguments of the particular 
salesman, then the ‘closing’ is a 
relatively simple matter. We have 
no difficulty in ‘closing’ for we 
shape all demonstrations in such 
manner as to enable the prospect 
to sell herself. We find that the 
more you allow a prospect to ‘sell 
herself’ the better pleased she will 
be at the time and the better satis- 
fied later with the washer pur- 
chased and under her own roof.” 

And service ! 

Koenig’s became conscious of 
the fact some four years ago, that 
it would be advantageous to em- 
ploy specialty salesmen trained 
for their jobs of selling electrical 
appliances. They were also aware 
that service facilities could be 
greatly improved. In the end 
Koenig’s decided that a separate 
personnel was necessary to sell 
and service washers, radios, 
stoves, electrical refrigerators and 
vacuum cleaners, if the best re- 
sults were to be obtained. 

At the same time these wide- 
awake merchants believed that a 








Washing machines and cleaners dominate the space in this Koenig window 









separate and distinct specialty de- 
partment was badly needed. And 
so the deed was done. A store was 
obtained on another street. The 
location was such that the rear of 
this store made connections with 
the rear of the Koenig hardware 
store itself. An ideal situation. 
Giving each store two entrances! 

For the past four years stoves, 
washers, vacuum cleaners, elec- 
tric refrigerators and radios have 
occupied this separated Koenig 
store. And to wonderful advan- 
tage. The new store contains two 
nice windows, one of which con- 
tains an electric washing machine 
display at all times. The fact that 
a washer or two is perpetually on 
display paves the way for demon- 
strations in the home and subse- 
quent sales. 

Tieing-up with the Koenig wash- 
er window is regular advertising 
copy in the local press. Koenig’s 
are great believers in the power 
of consistent advertising. They 
don’t expect each single washer 
insertion to set the world on fire. 
No, they profit from all copy— 
past, present and future—from 
consistent publicity! 

Washer customers pay $20 down 
and $10 a month until the account 
(Continued on page 80) 
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A Hardware Merchant 


Answers 


BRUCE BARTON 


IF | OWNED AN 
ADVERTISING 
AGENCY 


By HERMAN JOHNSON 


HAVE a very grim, forlorn pic- 

ture of myself sitting at Bruce 

Barton’s desk, tomorrow morn- 

ing, to direct the unfurling of 

his colossal advertising busi- 

ness. I have, also, a very 
quaint closeup of Mr. Barton as 
he would appear, tomorrow morn- 
ing in my suburban hardware 
store to wait on early morning 
trade. 

But in spite of the incongruous 
difference in our sphere of activi- 
ties Mr. Barton and myself, mar- 
velously enough, have a great deal 
in common. For we both have 
something to sell, and we both 
have to unravel the whims, fan- 
cies and peculiarities of our trade. 
Mr. O’Gorman, the great auto 
manufacturer whose account is so 
highly treasured by Mr. Barton’s 
firm, and whose disposition is full 
of sour notes, is no different from 
my own Bill Jones, who is always 
looking for war and battle. 

Mr. Barton in his very fine arti- 
cle concerning the operation of his 
hardware store—if he had one— 
invited some hardware dealer to 
tell in his own words just what he 
might do if he—the hardware 
dealer—found himself to be the 


owner of a huge advertising busi- 
Honestly, I know less than 


ness. 
nothing about an_ advertising 
agency. I suppose one has an im- 


maculate suite of offices, a very 
spry, comely secretary, a corps of 
suave, well groomed gentlemen 
who can tell stories, entertain 
lavishly, drive a car and dance di- 
vinely. From then on I would be 
as much as home as an Eskimo 
would be in piloting an airplane 
for the first time. So that I now 
have established the perfect alibi, 
I will proceed to give vent to a 
few thoughts and things I might 
do if I were to acquire an adver- 
tising agency tomorrow morning. 

I would know more about the 
things my firm was advertising. 
I’d taste the soup; I’d wear the 
socks; I’d tune in the radio. I 
would be, in a fashion, the con- 
sumer. I’d ask myself: What is 
there about that excellent soup; 
those fine wearing socks; that 
glorious tone of the radio that 
satisfied and thrilled me? Then 
I’d sit down and do my darndest 
to weave a magical story around 
that product. 

If I were real lucky and inspired 
with the right thought perhaps 








In a recent issue of 
Hardware Age an ar- 


ticle appeared 
which, written by 
Bruce Barton, gave 
that author’s ideas 
about’ merchandis- 
ing. It was entitled 
“If I Owned an Indi- 
vidual Store.”’ Her- 
man Johnson, a 
hardware dealer in 
West Duluth, Minn., 
answers him in this 
article. You will en- 
joy reading it. 


something like this might come out: 
A prominent manufacturer of radio 
whose product, by the way, we 
carry, struck a catchy, brilliant 
byword when he termed this year’s 
model—_THE SET WITH THE 
GOLDEN VOICE. There is a 
magical, colorful tang about this 
phrase that lingers in a person’s 
mind, and has certainly drama- 
tized the product. The golden 
voiced radio. What an appeal! 
No doubt some clever advertis- 
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ing chap, cudgeling his brain for 
the big thought, drank in the 
golden notes as they poured from 
the mouth of the loud speaker, 
and bang—there was born the 
radio with the golden voice. 

My organization would consist 
of trained merchandisers; folks 
who have pounded pavements in 
the quest for business; who have 
rung door bells; sold from the 
shops, and to retail stores. To 
keep them from getting a bit 
rusty, I might give them an occa- 
sional whirl at selling a product 
of the firm which we advertise. 
For instance, Mr. Barton might 
know that one of the largest man- 
ufacturers of vacuum cleaners in 
this nation insists on this policy. 


Once each year every employee 
in their New York office—includ- 
ing the president—go out on the 
cold, hard streets, and canvass for 
new customers. All of the diffi- 
culties of selling their product are 
got from actual contact with 
the consumer on her or his battle- 
field. This firm is great because 
they are continually abreast of 
modern selling conditions, and 
they move with the times. As a 
result selling policies .are sound, 
dogmatic and very practical. 

Myself and staff would browse 
through stores and mingle with 
salespersons, actual purchasers 
and those who used the advertis- 
ing we prepared. I’d interview 
the salesfolk who were instru- 
mental in selling the product that 
my firm advertised. I’d ask all 
sorts of questions: Does the 
wrapper appeal to folks? Should 
there be a smaller or larger pack- 
age? Does it display easily? Is 
it wrapped securely and packaged 
properly? Could they suggest any 
method whereby the sale of this 
commodity could be increased ? 


I’d be concerned with the man- 
ner and method in which my man- 
ufacturers distributed the adver- 
tising which my firm had labori- 
ously and skillfully prepared for 
them. I think, now, of window 
trims. Mr. Barton if you knew— 
and you must—how much of your 
glorious window trim advertising 
went to waste, you’d get out and 
kick your dog in the pants. Trim 
after trim come to my store un- 
solicited, unasked for, and which I 
am unable to use. If we were to 





use all of the trims sent to us in 
one year, I am sure it would be ad- 
vantageous for us to close our 
doors and devote the rest of our 
days in glorifying our windows. 

With this thought in mind I 
would encourage my manufactur- 
er friend not to send his costly, 
high-priced window piece to deal- 
ers who have no desire for them. 
Then I would seek some method 
whereby the dealer might be in- 
duced to use that trim after it had 
been mailed to his store. Now 








Business section of West Duluth 
which is a part of Duluth proper 
but distinctly suburban with fine 
stores and populated to the extent 
of 30,000. The Standard Hard- 
ware, where Mr. Johnson is pro- 
prietor, serves both farm and town 


here is what one manufacturer 
does to encourage his fine, costly 
window pieces. 

He makes fine radio sets; we 
sell them in our store. We be- 
lieve we do a pretty good job of 
selling them. In recompense does 
this manufacturer send us his fine 
window trims and other advertis- 
ing gratis with the hope that we 
will use it? Yes, he does not! 
HE BILLS US FOR THOSE 
THINGS WE THINK WE CAN 
USE. If we don’t use the stuff 
after we have received it, that is 
tough luck for the expense ac- 
count. But knowing that we have 
paid out good hard cash for these 
trims you can rest assured that we 
utilize these trims and begad we 
store them away for another day. 

I’d be a stickler for direct-by- 
mail advertising for those ac- 
counts who served suburban terri- 
tories; outlying districts. I would 








insist on each piece of literature 
going out to wear a 2-cent stamp. 
I’d talk to my prospective buyer, 
not at him. To that end, in intro- 
ducing my subject of radio, I’d 
capitalize on lonely, blousy winter 
nights, and what a comfort it 
would be to enjoy the warmth of 
comfortable quarters with a fine 
radio bringing in the syncopations 
of Paul Whiteman a _ thousand 
miles away. I’d play on dad’s and 
mother’s natural desire for the 
companionship of their adolescent 
son and daughter on these winter 
nights, and how the new radio 
might keep them at home with 
their friends instead of out and 
where no one knows. I’d say: 
“Drop down to Bob’s place today 
or tonight, and he will tell you 
more about this fine radio. 

I believe I’d give a bonus to my 
best bets. I’d spur them on with 
another dip into the cash register 
providing we do so and so this 
month or this year. I’d keep them 
fighting eternally for that last 
ounce of business. 

And finally I might do some- 
thing to keep myself and my staff 
in a good healthy condition. Id 
take short vacations frequently; 
I’d wear out fly rods, shoes, guns 
and golf clubs in my quest for the 
glory of real health. I’d sand- 
wich these activities, you under- 
stand, between my regular job of 
keeping my business intact and 
alive. I’d never let down from 
that. I would surreptitiously stir 
my staff to some outdoor activity 
so that they too might be induced 
to partake of the joy that lies in 
the outdoors. I might even sug- 
gest a thorough, complete physical 
checkup once each year so that 
any irregularity might be checked. 
I certainly would want my staff to 
be in the pink because it is a fact 
that a sagging body and a soggy 
mind are not conducive in wrest- 
ling with an intricate problem; a 
big job. 

* * * 

And there it is. From now on 
I am sure Mr. Barton will be very 
cautious in the future when he 
invites an article touching on his 
particular business. Any discus- 
sion or brickbats you will kindly 
refer to his address as I disclaim 
any further responsibility for the 
above article. 
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Here is a story of a 
hardware store which 
makes star salesmen 
of its satisfied cus- 
tomers. Read how 
Speller does it... 





MRS, CROSS USES and RECOMMENDS 


GENERAL @ ELECTRIC 


ALL‘STEEL REFRIGERATOR 
“Make It Sate to Be vant 


C. “PHIL” SPELLER 


FTEN what appears to be the simplest thing in 
the world turns out to be the most effective. 
If merchandising electrical appliances can be 
called an art—then we nominate the unique, 
ing from schon. evan for that deleseg"Sbetween tant” St San'You shay but simple method that has been used in the hardware 
grvtve manent iikrat ‘temperate’ re aed ee establishment of Alexander Grant’s Sons, Syracuse, 
teed" dna.” Prover retrigerationprovniabcinra” Elec” rergerstin vg avece N. Y., for more than two years. Like all workable plans 
nent ks ea a ee ls a ot that actually bring satisfactory results, there is a 
Saas eae atts obese sme mth ch hn, Sow human element behind it. In this instance the personal 
motivating factor takes the form of a former whole- 
sale electrical appliance salesman, who decided to leave 
the road and has succeeded in putting over a retail sales 
program that is simplicity itself. 
As the personality behind the electrical department 
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at this store C. “Phil” Speller has become almost an 
institution to the residents of Syracuse and vicinity. 
Mr. Speller is adept at organization and through this 
medium makes salespeople out of his customers. Using 
the user was never better achieved to the best of our 
knowledge and the plan he has devised has progressed 
until there are several grades of user salespeople. These 
three grades are represented in the “Phil Speller 
Booster Club.” 

First there is the average purchaser of an electric 
washer who enthusiastically shows her purchase to a 
neighbor, with the net result that the ground is broken 
so that Mr. Speller can jump in and put over a sale. 
The bonus is 2% per cent. 

But, going a step higher in this user organization, 
there is the second kind of member-salesman, who gets 
her neighbor in the mood for a demonstration and 
personally takes care of that demonstration. The bonus 
in this case is 5 per cent. 

While the third, a type of person who has sales ability 
and who also has time to spare, obtains her prospect’s 
interest, arranges for the demonstration, makes the 
demonstration, and stays right on the job to close the 
sale. The bonus is 10 per cent. 

Undoubtedly such plans have been devised and worked 
out time and time again, but “Phil” Speller has evolved 
his own method, built it step by step as opportunity 


presented, until it is like a smooth working machine 
that he simply has to keep lubricated. 

To begin with, each purchaser of an electric cleaner, 
washer, ironer, or refrigerator is presented at the time 
the sale is closed with a coupon book. This is the offer 
to give 2% per cent of the purchase price to the holder 
of the book from which the prospect’s name is first 
listed, and is likely too well known to elaborate on here. 

But, surprising as it may seem, Mr. Speller has 
learned that merely handing out these coupon books 
is not alone sufficient for some reason or another. 

In fact experience long ago taught him that his plan 
would fall down badly even if follow-up coupon books 
were mailed out. 

Here, it was found, must be injected a personal ele- 
ment, so before the purchaser’s enthusiasm cooled, say 
within two weeks after the purchase, Mr. Speller made 
a personal call. Explained how his club members were 
making money, explained in detail just how one could 
easily get friends interested, and just what a thrill 
that 2%4 per cent of various items could mean. That 
personal call has worked almost magically. 

For instance, from a group of fifty satisfied customers 
the names of ninety-eight prospects were received, to 
whom forty-eight sales were made in three months 
during a “test”? period when a careful check of results 
was made. (Continued on page 88) 


e|LUseR to SELL APPLIANCES 


By FRANK BRIMMER 


Speller’s plan makes 
salespeople out of 
satisfied customers. 
Forty-eight sales 
were made within 
ninety days, to 
ninety-eight pros- 
pects, whose names 
were provided by 
fifty satisfied cus- 
tomers. 


One of the nine windows at Alexander Grant’s Sons, 
which is used to feature electrical appliances during 
specified periods of each month. 
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BARKMAN MERCANTILE & OUTFITTING CO. 


Date 


What 


193 





Name City 





Number of rooms. 

Height of rooms. 

Size of doors. 

Is there an arch between rooms? 


Name of Circulator bought. 





Does it heat all rooms? 

Does it heat the floor? 

Are you well satisfied? 
- Does it use less fuel than old stove? 
- What kind of fuel used? 


- How much fuel do you save? 


- Would you recommend this HNeater to your friends? 


- Is it easy to clean? 


- Does it hold fire? 


- With the fine results you are having do you feel that 


the price paid was a good investment? 


Have you had any trouble with your Circulator? 


If so, what 


About how long? 





- Remarks 


Questionnaire 





which brought in- 





to the Barkman 
store in Texas, 

















These Minnesota and 
Michigan hardware 
stores have had suc- 
cessful sales records 
for stoves. Their 
methods may . help 
you with yours. 











ITH the first touch of 
frost consumer inter- 
est in heating stoves 
will materialize and 
enterprising hardware merchants 
will be fully prepared when the 
opportune time arrives. There are 
relatively few items sold by hard- 
ware merchants involving as large 
a sum as that represented in the 
sale of a good heating stove. 
Then, too, in most localities hard- 


formation of value _ 


Two Firms 


to Sell More 
Cabinet Heaters 


A Swanson window at Red Wing, Minn. 


ware stores are the sole purvey- 
ors of heating stoves. The net 
profit is several times that of most 
staple hardware items. Most hard- 
ware merchants who make any ef- 
fort at all to get the heating stove 
business have a turnover of about 
eight times in this line, whereas 
the turn-over of the average hard- 
ware stock is approximately two 
times. 

The best part of it is that this 


profitable business occurs, for the 
most part, within ninety days and 
during a normally dull period for 
most hardware stores. The rea- 
sons outlined are sufficient to em- 
phasize the advantages of devot- 
ing some real thought and genu- 
ine effort to sell more cabinet 
heaters this year than ever. Red 
Wing, Minn., has a population of 
less than 10,000, but in this rather 
limited territory, A. Swanson’s 
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Sons have sold more than 400 of 
one make of heaters. The methods 
used in attaining this sales record 
are explained by Fred T. Rock- 
well, a member of the firm, in the 
following comments: 

“In the first place our entire 
force is sold on the circulating 
heater which we are pushing. 
Considerable care was taken in 
its selection and before a great 
amount of effort was put into it, 
we proved through actual use in 
a number of homes that the claims 
made for it were not merely 
theory, but actually proved out in 
practice. 

“Once this fact was established, 
we made use of what the various 
users had to say of it. We were 
very careful not to place them in 
homes where satisfactory service 
was impossible, due to defective 
flues or where the arrangement 
of the rooms prohibited efficient 
results. Then we found it was 
an easy matter to sell them 
through constantly having one dis- 
played where people could see it; 
talking about it, and keeping our 
eyes open for prospects, of whom a 
record was kept, to build up a 
volume of sales. 

“Of course it has been neces- 
sary to continue our advertising 
campaign and to get out into the 
homes of persons contemplating 
buying a stove, in order to sell 
them. However, we find it easier 


each year, since we passed the 400 
mark, to sell what we consider 
our quota of homes. 

“We believe the biggest single 
thing behind the success of our 
stove department has been secur- 
ing a line on which we were com- 
pletely sold ourselves, which we 
could sell to our personal friends 
with a feeling that we were doing 
them a good turn. 

“This feeling of confidence, plus 
continued effort to find new pros- 
rects and selling them, is all that 
is necessary for any store to do a 
very nice volume of sales of heat- 
ing stoves. Incidentally, no stoves 
are sold at cut prices. We secure 
probably the highest retail price 
of any store selling stoves in this 
territory. We believe that any 
dealer who does not get a satis- 
factory profit on stoves is doing 
more to tear down a stove depart- 
ment than any other one thing 
which he could do. 

The Barkman Mercantile & Out- 
fitting Co., Tawas City, Mich., also 
has some helpful suggestions to 
make. With reference to the activ- 
ities of this firm in merchandising 
heaters, Nathan Barkman says: 

“At the time we started in the 
circular type of heater was be- 
coming very popular and we have 
worked strongly on them. We feel 
that we have been fortunate in se- 
curing a connection that enables 
us to offer our customers a real 


piece of merchandise that will do 
the work. 

“We started this selling: pro- 
gram early in the fall, signing up 
our customers in advance on a 
special offer that was made by the 
company. If the wholesalers can 
secure their orders in advance, we 
see no reason why the retailer can- 
not do likewise. We have a cer- 
tain percentage of cancellations, 
but as long as you have them-on 
the dotted line and a small de- 
posit, where you feel your cus- 
tomer will not be offended, it has 
made the advance order fairly se- 
cure. 

“We do not feel that there has 
been anything unusual in our sell- 
ing except that we have made a di- 
rect canvass and conducted an in- 
tensive selling campaign  sup- 
ported by the manufacturer. In 
the fall we carried one of the cir- 
culators in our car to show to the 
trade.” 

This summer the store called on 
patrons who had purchased a heat- 
er from them, with the question- 
naires which is reproduced in an 
accompanying illustration. This 
provides the store with informa- 
tion on what the users actually 
think of the heaters sold to them 
by the store. This fall the ques- 
tionnaires will be used to show 
other prospects exactly what users 
have to say about the proposed 
heater. 


Long-Lewis Hardware Co., Bessemer, Ala., carries the majority of its merchandise on tables with the reserve stock underneath, 
enabling convenient handling and helps keep track of needed replacements 
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EMMETT FREDRICKS 


MMET 
FR D - 

RICKS as 

a boy cher- 
ished an ambition to 
become a storekeep- 
er of a progressive 
and outstanding re- 
tail establishment. 
Boyhood ambitions, 
often forgotten when 
maturity is attained, 
were in this case re- 
tained after man- 
hood was reached. 
With such a firm 
and early resolve in mind, it is not 
any wonder that Emmett Fredricks 
has achieved his goal. 

He is president and general 
manager of the Auburn Hardware 
Company of Auburn, Ind., and in 
addition has acquired controlling 
interests in two other hardware 
establishments—the Kendallville 
Hardware Company, Kendallville, 
Ind., and the Fredricks Company 
of Stroh, Ind. The main store at 
Auburn uses “We Have It’ as its 
slogan and patrons come from a 
fifty-mile trade radius to secure 
their needs from the 70,000 items 
the firm regularly carries in stock. 

Although Mr. Fredricks has de- 
voted thirty years to the hardware 
business, this period of three dec- 
ades of service has rested lightly 
upon his shoulders, as he has rel- 
ished his tasks in the vocation of 
his choice. Business men less en- 
amored with the details of their 


EMMETT FREDRICKS 


REALIZED 
HIS BOYHOOD AMBITION 





The Fredricks Store in Auburn, Ind., is the result of observation in many stores while 


the proprietor was a jobber’s salesman 


business often begin to age at an 
earlier milestone in their career. 
His love for the busines$ accounts 
for a happy and youthful appear- 
ance, which belies his long expe- 
rience. When you meet Mr. Fred- 
ricks it is rather hard to realize 
that it is possible for him to have 
a grown son, Cortland Fredricks, 
who is secretary of the Auburn 
Hardware Company. 


Was Jobber’s Salesman 


Mr. Fredricks, senior, for more 
than sixteen years traveled as a 
jobber’s salesman for several of 
the country’s largest hardware 
wholesalers. Prior to this he had 
spent four years as a retail hard- 
ware clerk. For the past twelve 
years he has operated a store of his 
own. This well-rounded hardware 
career has been a valuable asset 
in the management of his own es- 
tablishment. His experiences as 


a salesman, especially, made it 
possible to observe the faults of 
incompetent management and the 
relative merits of capable direc- 
tion. In his own store he has 
avoided the faults and has profit- 
ably used many of the worth while, 
live ideas, which he observed 
while on the road. One of the 
ideas he picked up ‘on the road 
from a customer in his territory 
was the use of open top tables. 
During the twelve years he has 
been proprietor of a store of his 
own, he has used the idea, which 
was modified from time to time, as 
improvements were devised. Orig- 
inally he used wire display bas- 
kets, which were placed on ordi- 
nary store tables. At present he 
is using the same type of modern 
display fixtures as are currerttly 
found in nearly every representa- 
tive hardware store. 

Mr. Fredricks says the indepen- 
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dent hardware dealer must be a 
live wire in every particular if he 
is to make progress under present 
conditions. Trade papers, in his 
opinion, are the best media for 
keeping in touch with the more 
recent developments in modern 
merchandising methods. Modern 
fixtures are a big step forward in 
hardware retailing methods, said 
Mr. Fredricks as he attributed in- 
creased sales, a considerable sav- 
ing in clerk hire, and quicker ser- 
vice for customers, to up-to-date 
store equipment. The fixtures 
used in his store were built to in- 
dividual specifications. Several 
unique ideas are incorporated in 
their design. One advantage is 
that their low height has avoided 
the need for a ladder to reach 
goods displayed on the highest 
shelves. 

Windows are considered a very 
valuable sales aid by Mr. Fred- 
ricks. The store, which is narrow 
but deep, is equipped with almost 
three times the number of mod- 
ern show windows found in the 
average hardware store of equal 
size. The building occupies a 
corner location and in addition 
to the regular show windows in 
front, several more are _ located 
at intervals along the side of the 
store, on both the second floor and 
the street level. According to Mr. 
Fredricks, one good display win- 
dow is worth more 
to the dealer than 
any two salesmen, 
if the windows are 
efficiently used. 
From six to ten 
windows in the 
store are regular- 
ly illuminated at 
night. He reports 
that at nearly any 
hour of the night, 
when the windows 
are lighted, groups 


“One good display 
window is worth more 
to the dealer than any 
two salesmen,” says 
Emmett Fredricks of 
Auburn, Ind. 


of from six to eight people may be 
observed inspecting the merchan- 
dise displayed through this me- 
dium. He advises installing win- 
dows designed primarily to sell 
goods and advocates the use of 
abundant light for window illumi- 
nation. He further holds the opin- 
ion that practically every article 
shown in the windows should bear 
a price card. 

“We Have It”—the slogan of the 
store—always appears in conjunc- 
tion with the firm name. This mer- 
chant believes that through car- 
rying some slow moving items 
among the 70,000 articles carried 
by the store, better results are se- 
cured through the investment in- 
volved, than if the same amount of 
money was expended in advertis- 
ing of another character. People 
come from miles around when they 
know you have the goods they 
want and the good will which the 
plan inculcates among the cus- 
tomers appears to justify the pol- 
icy of this store. 


Watch Credit and Overhead 


Expenses 


Two of the most important 
things for the merchant to watch 
today, said Mr. Fredricks, are: 
credits, which should only include 
the best risks obtainable, and 
overhead although a 


expenses, 


too drastic cut in expenses will 
not permit the merchant to ren- 
der good service, and for this rea- 
son it should not be carried to the 
extreme. 

Paints, electrical merchandise 
and quality tools are three lines 
which have proved especially 
profitable for the firm. A $2,000 
paint stock is turned four times 
annually. The line of electrieal 
goods is very complete, including 
an extensive stock of wiring ma- 
terials, table and major electrical 
appliances. At the start a very 
small stock of electrical goods was 
carried, but as time went on and a 
larger demand developed, other 
items were added until a full line 
is stocked at present, which pro- 
duces a healthy volume of busi- 
ness. Quality tools are featured 
and as some eight or nine manu- 
facturing plants, including a 
large automobile factory, operate 
in Auburn, business in all types of 
high-grade tools is brisk, aggre- 
gating more than a normal tool 
volume for a store located in a 
town of Auburn’s size. The most 
productive open top tables for the 
firm, in the order of relative im- 
portance, feature: Small Electri- 
cal Merchandise, Shoe Findings, 
with the demand especially good 
for the cement-on type of soles and 
heels, and Brushes, of every de- 
scription for household use. 
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Ruggles & Killam, Inc., San Francisco,-have departmentized their radio stock and have aggressively set out to sell it. The service 
car on the opposite page is regarded as a real salesman for the radio department. 


Ruggles & Killam, Inc., of 
San Francisco, sell Radio 
with notable success. Here 


are their 


EicHt STEP 


ADIO may be very suc- 
cessfuly sold in conjunc- 
tion with the usual hard- 
ware lines, judging from 

the experience of a western hard- 
ware store of long standing—a 22- 
year-old “neighborhood” store of 
San Francisco. Ruggles & Killam 
Co., Inc., is the firm, and in 1929 
its radio volume was $75,000. 
Ruggles & Killam have been 
selling radio, with hardware, 
building supplies, electrical goods, 
and so on, for the past five years, 
but substantial radio profits did 
not come until the management 


“lived and learned” with this par- 
ticular line. Frank E. Ruggles 
outlined the firm’s radio expe- 
riences and analyzing this infor- 
mation, there are eight ways for 
the hardware merchant to realize 
radio profits. 

1. The best article in the world 
won’t sell itself, and yet many 
hardware dealers, in effect, have 
been asking this of radio. Often 
the line is taken on so experimen- 
tally that it is not even departmen- 
tized, being simply accorded a lit- 
tle display space on the sales floor. 
“So long as the dealer hangs 


S TO IKADIO 


back,” is the way Mr. Ruggles puts 
it, “he puts distance between him- 
self and radio profits. He must 
get the mental attitude that radio 
is good—that it can be sold with 
hardware—that it is a specialty 
line, suggesting new possibilities 
for the hardware store. He must 
aggressively set out to sell it.” 


Location Not Everything 


2. This firm is situated in a sub- 
urban low-rent district—a neigh- 
borhood store serving from the 
same location it has occupied for 
22 years. Yet it sells as much ra- 
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Why and how radio is proving a profitable line for a western 
hardware store. This article describes the eight steps in building 


A *75,000 RADIO VOLUME 


dio “down-town” as it does in its 
immediate vicinity. Location iso- 
lation has been overcome by ag- 
gressive sales methods. Five out- 
side salesmen are constantly at 
work on prospects, and getting ra- 
dio volume has resolved itself into 
going after the business. The mat- 
ter of “drop-in” patronage is prac- 


»| PRoFITs 


tically balanced, whether the store 
is in down-town or neighborhood 
location, Mr. Ruggles stated. The 
store enjoys a brisk “drop-in” 
patronage from women who shop 
in the convenient neighborhood 
stores of the district. 


Segregates Radio 


3. When this firm first carried 
radio, it did like many other hard- 
ware stores—carved a niche for 
it on the main floor. However, Mr. 
Ruggles emphasizes the fact that 
more complete isolation is desir- 
able. Expensive home demonstra- 


tions have been practically elimi- 
nated by the establishment of the 
radio department in a wing of the 
store, connected with the main 
floor only by an archway. Even a 
separate entrance from the street 
is provided. The open archway is 
hung with draperies to further 
the effect of seclusion and to 








By MANDUS E. BRIDSTON 


minimize extraneous noises. The 
setting in the radio department is 
entirely different from the balance 
of the store. The bright, “painted- 
up” atmosphere of the main sales 
room is changed to subdued rich- 
ness, conducive to showing off ra- 
dio sets to the best advantage and 
producing the proper selling en- 
vironment for an expensive piece 
of merchandise. Wicker furniture 
is provided for comfortable listen- 
ing to a demonstration. Moreover, 
the quality of reception can best 
be exemplified when it is free from 
the usual store noises and other 


distracting factors. Due to the 
arrangement, the radio department 
may be kept open at night, with- 
out interfering with the rest of 
the store. 


Sell Expensive Sets 


4. The seclusion of the radio 
department is necessary for a pro- 
gram of quality 
selling, points 
out to Mr. Rug- 
gles. That is, it 
is difficult to 
get a customer 
to spend $400 
for a radio set 
when the trans- 
action is taking 
place amid the 
hustle-bustle of 
the main sales 
floor, or if the 
customer is 
standing. In or- 
der to compete 
with the radio 
specialty shop, 
on an equal 
basis, radio 

. must be sold in 
a secluded atmosphere. Five nation- 
ally known makes of radio sets are 
carried by the store, and the least 
expensive retails at $135. Sales 
of sets of $600 are by no means 
infrequent. “Of course, there is 
more profit per sale and more 
satisfaction to the customer, in 
high priced quality radio. It pays 
to place an emphasis on this type 
of merchandise. Simply because 
the hardware store carries some 
small, inexpensive items, does not 
mean that cheap radio sets should 
be stocked. Far from it. The 
prestige of the business cannot af- 
ford to take that risk.” 

5. The home demonstration has 
often been called the “necessary 
evil” of radio merchandising. 
Through establishing a “closing 
atmosphere” in the store, it has 

(Continued on page 80) 
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Tower City, N. D., is not a city—lts popu- 
lation reaches less than 400, but the 
author of this article has some definite 


ideas about window displays gained there. 
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Small but attractive 
windows grace the 
D. E. Vowels store. 


Window Displays 


Discussed by a Hardware Man's Wile 


HAT attractive window 

display is an excellent ad- 

vertising medium is al- 

most axiomatic, yet it is a 
well-known fact that many hard- 
ware stores, especially small retail 
hardware stores, neglect this ap- 
peal to the passer-by. 

Recently, while on a trip from 
our little North Dakota town to 
the West Coast, which included 
cities and towns from Fargo, N. 
D., to San Diego—to Seattle and 
back, the writer made it a point 
to pay special attention to hard- 
ware store windows. The conclu- 
sion drawn from this observation 
was that small stores in small 
towns were on the average neg- 
lectful of the art of window dress- 


By MABEL ODNEY VOWELS 


Who started helping in the 
store of her husband, in 
Tower City, N. D., dur- 
ing the busy season, but 
for ten years she has grad- 
ually spent more time there, 
and has become familiar with 
every phase of the business; 
bookkeeping, ordering stock, 
sales, show case and window 
displays. Everything except 
soldering. “It just wouldn’t 
stick,” she says. 


ing, while the large stores in the 
large cities had very fine window 
displays in windows especially 
well built for their use. 
Undoubtedly back of this lies 
the fact that the large store, doing 


a large volume of business, is jus- 
tified in employing a window 
dresser, while such expense would 
be out of proportion for the small 
store. Nevertheless, if an attrac- 
tive window draws trade for the 
large store it will draw trade for 
the small store in the small city 
or village. 

One solution to the problem of 
the expense of a window dresser 
would be to have the task of win- 
dow display become the special 
duty of one of the clerks. There 
is a great deal of material avail- 
able on the subject which can be 
studied with profit; trade papers 
are constantly giving excellent 
suggestions; fine text books on 
window arrangement, seasonable 
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displays, harmony and balance in 
color, may be consulted. And 
though often the windows illus- 
trated in books are too elaborate, 
. ideas may be gained from them as 
to subject matter, line and bal- 
ance. If the clerk be given a lit- 
tle time for this work he can do 
much to improve “the eyes of the 
store.” 

One frequent drawback to win- 
dow display is the way the win- 
dow is built. More often than 
not hardware stores are handi- 
capped by having windows not 
particularly suited to hardware 
display. If the proprietor of the 
store owns his own building he 
will do well to consider whether 
or not the cost of a new up-to-date 
front in place of the poor one 
would be commensurate with the 
results in trade gained. Rents are 
often too small to persuade the 
landlord to do any more than the 
most necessary repairs. With a 
little expense, however, windows 
may often be improved. 


The Vowels Windows 


Our hardware store in the small 
town of Tower City, N. D., has a 
front with a single center en- 
trance. The window display 
spaces were 81% ft. wide in front, 
934 ft. wide in the back and about 
4 ft. deep. The windows are about 
2 ft. above the sidewalk, which is 
at least 1 ft. too high for proper 
display of many hardware items. 
That each window is a single 
plate glass is fortunate. The 
lighting of the store does not per- 
mit having windows shut off with 
a complete background. 

We wanted to improve our win- 
dow space for display but it had 
to be accomplished with little ex- 
pense. We built backgrounds of 
beaver board 4 ft. high, framed in 
4-in. molding, which could be 
raised and lowered in a groove at 
the sides of the window space. 
This made a nice arrangement for 
making a unit of our window, but 
we found it shut off too much light 
from our long store, and we were 
obliged to cut the height of the 
background to 2 ft. Out of some 


packing boxes we made a sloping 
floor, with a slope of about 5 in. 
for the window floor space. This 
was made as a fixture to be moved 
out when desirable. For the dis- 
play of small articles such as 
cutlery, silver, glassware, tools, 
etc., we found the slanting sur- 
face most useful for our type of 
window. 

The clerk who has charge of the 
window display must necessarily 
be allowed some expense for win- 
dow dressing, which expense can 
surely be charged to advertising. 
Of course the amount of the ex- 
penditure will vary with the 
amount of volume and _ profits. 
Many fixtures such as_ bracket 
shelves, glass shelves and similar 
devices may be made by the clerk 
in dull trade times. 


Dealers’ Helps 


Of inestimable value to us are 
the fixtures, printed cardboard 
displays and printed posters sent 
out by wholesale houses to help 
sell their goods. Many manufac- 
turers send out artistic material 
which can be used to greater ad- 
vantage than consigning it to the 
waste basket. A well-made chair 
with one third of the surface un- 
finished, one third varnished— 
and one third enameled, sent out 
by a paint company and used by 
us in a paint display, sold paint 
for us. 

Since the public has become 
color-conscious the hardware store 
has come out of its somber appear- 
ance. The hardware merchant of 
today can make his store much 
more attractive than formerly with 
the happy pastel shades in en- 
amel ware, stoves, kitchen equip- 
ment—colors which can be re- 
peated in his display windows. 

The lighting of the window has 
much to do with the attention the 
window receives. We have used 
a spot light with different colors 
and wired separately, so that it 
could be used or not, as the dis- 
play required, with great success. 

Back in my youthful days I re- 
member an elderly instructor in 





rhetoric telling us, “Remember 
your themes should have a central 
illuminating, unifying idea.” At 
the time it sounded rather ‘terri- 
fying, but it was repeated so fre- 
quently that though it was not 
fully comprehended then it was 
memorized. Undoubtedly that 
“central, illuminating, unifying 
idea” lies back of any work of art, 
and it is no less applicable to win- 
dow dressing. In Glendale, Cal., 
I saw a tool window with a keg of 
nails spilled out in the middle of 
it. Now that is shattered unity! 

Seasonable display may best 
slightly precede the season, that 
needs may be anticipated. Sales 
may not be immediate, but the re- 
sults will be cumulative. A cus- 
tomer, who in making known his 
need, says, “I noticed it in your 
window,” will send a glow to the 
heart of the clerk. 

Perhaps frequency of change 
of the window display will vary 
with the elaborateness of the dis- 
play, but our experience has led 
us to believe that regularity in the 
change has something to do with 
the attention the window receives. 
A change of window each week 
seems best for us. We carry an 
advertisement in our local weekly 
newspaper which is issued each 
Thursday. For that reason our 
windows are changed each Thurs- 
day morning and they aim to re- 
peat the message and prices of 
the advertisement. 


On Keeping Things Clean 


A small thing to mention in con- 
nection with window display is a 
clean window. But no matter 
how artistic—no matter how sea- 
sonable—no matter how much of 
a bargain the prices quoted—seen 
through a dirty window they will 
not attract trade. If we are try- 
ing to lure the housewife away 
from the convenient counters of 
the general store—and we are— 
we will be infiinitely more suc- 
cessful with a clear shining plate 
glass through which our attrac- 
tively arranged, well-balanced dis- 
play makes its appeal. 
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Why You Should Start to 


Pusu Lamps Now 


And How to Go About It 


EVERAL definite reasons 
combine to make it highly 
profitable for hardware 
merchants to push the sale 
of lamps more energetically than 
ever during the next five months. 
This period constitutes the most 
opportune time for lamp selling, 


as more light is required during 
the fall and winter months. The 
newly established lower prices to 
consumers who purchase full car- 
tons of six lamps effects a saving of 
10 per cent for lamp users, which 
will be conducive to more and 
easier lamp sales. In October and 





a Stores Lead as 
Suppliers of Incandescent 
Lamps 


Hardware stores in Cleve- 
land sell nearly one-half of 
all lamps sold in the city, 
leading all other types of 
lamp retailers by a wide 
margin. This fact is dis- 
closed by the 1929 survey 
made by the Electrical 
League of Cleveland. 

Lamps valued at $258,- 
349.80. were sold by 371 
hardware stores. As aggre- 
gate sales for the 422 stores 
of all types reporting totaled 
$547,727.40, the hardware 
merchant’s importance as a 
lamp distributor is thereby 
emphasized. 

Cleveland’s quota, based 
on the total valuation of all 
lamps sold in the United 
States, as compiled by Elec- 
trical Merchandising is $657,- 
142.85, the city being con- 
sidered as accounting for 
one-seventieth of national 
sales. 











November, a national campaign 
will be conducted to accelerate 
the sale and use of portable 
lamps. Many new and empty 
sockets will likely result and it 
behooves the hardware dealer to 
go after this business. 

“While,” it is pointed out by the 
incandescent lamp department, 
General Electric Company, Nela 
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Park, Cleveland, “port- 
able lamps have been 
purchased at the rate 
of better than 5,000,- 
000 a year for the last 
five years, the average 
dwelling has only a to- 
tal of three in use. A 
conservative estimate 
of the number needed 
for proper lighting is 
nine, so adding a sin- 
gle light means bridg- 
ing only 17 per cent of 
the possible market. 
Coming, as it does, immediately be- 
fore Christmas, the Add-a-Light 
campaign will undoubtedly result 
in many portable lamp sales during 
both November and December.” 

In addition to the reasons. al- 
ready enumerated, the turn-over 
in lamps is very rapid and the re- 
sultant profits are of no mean pro- 
portions in hardware establish- 
ments where the lamp business 
has been sought with aggressive 
sales methods. 

In 1929, a total of 344,000,000 
large tungsten filament lamps 
were sold in the United States, es- 
tablishing a new high record. In 
addition, 15,600,000 -large carbon 
lamps were sold, and of these, it 
is interesting to note, that 88 per 
_cent were imported. The figures 
are representative of the vast po- 
tential market which exists at the 
present time, which should be 
more thoroughly tapped by hard- 
ware merchants. 

Last year, the average watts of 
all lamps sold was 60.7. It ap- 
pears that the demand is increas- 
ing for 115 and 120 volt lamps, 
with the former accounting for 
49.5 per cent of all lamps sold. 
The 25 watt size of lamp still con- 
tinues to hold its place as the most 
popular seller, and 23 per cent of 
all lamps sold in 1929 were of this 
size. Fifty watt lamps were the 
next most popular size, account- 
ing for 14.4 per cent of the total. 

Dealers: may advantageously 
point out to lamp prospects that 
lamps have never been less expen- 


HE above display, featuring 

lamps, was used by J. Russell & 
Co., Holyoke, Mass., while the unique 
panel display on the opposite page 
was employed by the Stambaugh- 
Thompson Co., Youngstown, Ohio. 
Both are good examples of what 
some hardware stores are doing to 

promote the sale of lamps. 


sive than at the present time. In 
comparison with 1908 prices on 
25 watt lamps, which were then 
listed at 85c. each, the 1930 price 
of 20c. represents a very substan- 
tial reduction. If the consumer 
purchases a full carton of 25, 40, 
50 or 60 watt lamps, under the 
prevailing plan of allowing a 10 
per cent discount for full pack- 
ages, the lamps actually cost the 
consumer 18c. each. 

Lamps should be featured in an 
attractive manner both on the in- 
terior of the store and at regular 
intervals in window displays. 
Newspaper advertising copy 
should frequently stress lamps. 
Direct-by-mail lamp literature will 
also assist in stimulating the 
large, but often dormant demand. 

However, personal solicitation 
of the lamp business, within and 
without the store will most often 
produce better results than any 
other one factor, although every 
practical medium having real 
merit should be employed. Simply 
admonishing salespeople to push 
lamps will seldom prove sufficient. 
Instead, a definite selling plan 
should be devised and closely fol- 
lowed. One day of each week 
could be designated as lamp day 





to the sales force. On this day, 
it would be incumbent on every 
sales person to suggest lamps to 
all store customers. To make 
this an easy matter, a display of 
lamps might be arranged adjacent 
to the wrapping counter, where 
the attention of customers to them 
could be quickly and conveniently 
directed. 

Large users of lamps should be 
personally solicited. If no imme- 
diate business is in prospect from 
factories, heaters, stores, parks, 
etc., then those in charge should 
be assured that the store will ap- 
preciate their future lamp busi- 
ness and that the establishment 
is* well equipped to supply their 
needs. There is little question 
that other types of retail estab- 
lishments, which are patronized 
by hardware store staffs, would 
be glad to give their lamp busi- 
ness to the hardware merchant if 
it were solicited. 

Merchants doing business in 
apartment house districts should 
bear in mind that an excellent 
lamp demand prevails at moving 
time. New tenants, in most in- 
stances, find it necessary to fill 
quite a number of empty lamp 
sockets in their new apartment. 
Likewise dealers who are located 
near new residental developments 
should actively solicit the lamp 
business of owners of new homes. 
The average, modern six-room 
dwelling necessitates an expendi- 
ture on the part of homeowners of 
about $15 for lamps alone. 
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VISIBLE RECORDS 


N Buffalo, N. Y., the retail hard- 
ware department of Weed & 
Co. uses an interesting and 
profitable method of visibly 
recording the sales of gas 











Photo courtesy Direct Action Stove Co., Division 


ranges. Whenever a range is sold 
a colored pin is inserted on a large 
map of the city, showing the exact 
block where the range was installed. 
The map measures 7%4 by 4% ft., 





of American Stove Ce., Lorain, Ohio 


An Incentive for More 
Gas Range Sales . . . 


large enough for the quick location 
of any point, within the boundaries 


of the city. 


Customers inquiring about the 
range are frequently interested in 
knowing how many people in their 
immediate neighborhood are users 
of that particular brand of stove. 
For five years the map has been re- 
ceiving a steady stream of colored 
pins. A customer not quite sure 
of her desire for the range may be 
referred to people in her section, for 
a. check upon the quality and per- 
formance of the range, as another 
customer sees it. 

Plans for advertising in sectional 
and city-wide papers in Buffalo, the 
conducting of direct mail campaigns 
and the distribution of circulars are 
all made by analyzing the map. 
Sections showing just a few pins are 
frequently industrial sections. In- 
formation is very carefully collected 
and analyzed as to types of homes, 
classes of residents, density of popu- 
lation and the general classes and 
types of merchandise used, whether 
of high or low grade. When plan- 
ning campaigns this material and 
the map are used together for 
checking purposes. 

It also serves as an inspiration to 
the sales force. Adding pins means 
increasing sales totals and individual 
incomes. There is a certain amount 
of pride exhibited by the sales force 
in being able to add pins to that 
map, for it means more to them 
than just a record. 

It has been found in many 
instances that the territories show- 
ing the greatest number of pins are 
the best fields for future sales, as 
they are the most populous sections. 
Many of the large number of pins 
in one spot indicate the location of 
large apartment houses, institutions. 
restaurants, etc. 
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CYCLE TRADES MEETING 
DISCUSSES CONDITIONS 


At the thirtieth annual con- 
vention of the Cycle Trades of 
America, held in Atlantic City, 
N. J., J. P. Fogarty, Westfield, 
Mass., treasurer of the conven- 
tion, stated that there is an in- 
dication that the bicycle is re- 
turning to favor as sales of au- 
tomobiles decrease. He stated 
that workmen are taking to bi- 
cycles, as their cars need re- 
placing as a result of rising 
costs of living. On Sept. 4 the 
cycle parts and accessories di- 
vision elected the following of- 
ficers: President, Daniel H. 
Wetzel, Utica, N. Y.; vice- 
president, H. T. Farley, Erie, 
Pa.; treasurer, M. H. Tisne, 
Brooklyn, N. Y., and directors, 
De Witt Page, Bristol, Conn., 
and M. H. Tisne. 

The final session, held on 
Sept. 5, was devoted to a dis- 
cussion of the advisability of 
allowing chain stores and mail 
order companies a wholesale dis- 
tributor’s discount instead of 
that given dealers. It was de- 
cided that to prevent unfair dis- 
crimination in price, both chain 
stores and mail order concerns 
should be allowed only the reg- 
ular wholesale distributor’s dis- 
count, according to the news re- 
port. This was thought nec- 
essary to protect the indepen- 
dent retailers of the country. A 
midwinter meeting was decided 
upon, to be held at the Hotel 
Astor, New York City. Officers 
were reelected for the following 
year as follows: Mr. Tisne, 
president; J. W. Henry, Buf- 
falo, N. Y., first vice-president ; 
W. B. Stephenson, Marion, Ind., 
second vice-president; Mr. Fog- 
arty, treasurer, and Col. E. H. 
Teall, secretary. 





H. C. RAHM RESIGNS 
FROM YALE & TOWNE 


Herbert C. Rahm, for the 
past eight years advertising 
manager of The Yale & Towne 
Mfg. Co., Stamford, Conn., has 
resigned his position as of Sept. 
15. After a brief vacation he 
plans to take up new advertis- 
ing duties in New York City. 

Mr. Rahm’s entire business 
life has been devoted to the 
advertising profession. He 





started as a young man in the 
advertising department of P. & 
F. Corbin, New Britain, Conn. 
After several years’ service 
there he became connected with 
Sargent & Co. New Haven, 
Conn. In September, 1922, he 
accepted a position as assistant 
advertising manager of The 
Yale & Towne Mfg. Co. The 
following year he was made 
manager of the department. 

Mr. Rahm will retain his 
residence at 35 Bedford Place, 
Stamford, where he has a wide 
circle of friends and acquain- 
tances. He is a newly elected 
member of the Town Commit- 
tee and holds membership in the 
Suburban Club and Hubbard 
Heights Golf Club. He is also 
an Elk, a thirty-second degree 
Mason and a Shriner. 





W. M. SCHWARTZ JOINS 
WATKINS-COTTRELL CO. 


W. M. Schwartz has re- 
turned to the Watkins-Cottrell 
Co., Richmond, Va., wholesale 
hardware distributors. He is 
returning to the same territory 
he formerly held in the Pied- 
mont section of South Carolina, 
with headquarters at Green- 


ville, SiC. 


SUTTER REPRESENTS 
WOOD SHOVEL & TOOL 


Jack Sutter, Atlanta, Ga., 
manufacturers’ representative 
recently became representative 
of Wood Shovel & Tool Co., 
Piqua, Ohio, for the territory 
east of the Mississippi River 
and south of the Ohio River. 
Dan Bell continues to cover the 
territory west of the Missis- 
sippi River. 


N. N. ZALOOM HEADS 
E-Z ELECTRIC CO. 


N. N. Zaloom has _ been 
elected as president of The 
E-Z Electric Co. Inc, 168 
Madison Avenue, New York 
City. For the past ten years 
he has been successful as a silk 
manufacturer, being president 
and owner of the firm bearing 
his name in that business. His 
broad experience in different 
business fields will lend great 
aid in forwarding the activities 





of the company. 
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ROGERS GIVEN DINNER 
FOR 50 YEARS’ SERVICE 


Charles P. Rogers, president, 
Beals, McCarthy & Rogers, 
Inc., Buffalo, N. Y., was ten- 
dered a dinner on Sept. 16 by 





CHARLES P. ROGERS 


his associates in celebration of 
his 50 years’ association with 
the company. He started as an 
errand boy with the company 
in 1880 and became a member 
of the firm 20 years later. 

In 1918 he and Eugene iF. 
McCarthy bought out the busi- 
ness and ran it as a partner- 
ship for 18 months. On the in- 
corporation of the company in 


1919, Mr. Rogers became vice- 
president. He was elected presi- 
dent in April, 1929, on the death 
of Eugene J. McCarthy. 





Dealer Gets Payment 
Seventeen Years Late 


George Paine, Ash- 
tabula, Ohio, hardware 
merchant, received a let- 
ter on Sept. 17, in which 
was enclosed $2 in pay- 
ment for a_ pick and 
shovel he had sold seven- 
teen years ago with the 
understanding that the 
buyer would pay when 
he could. ‘The letter was 
written in crayon and the 
characters were of 
sprawling type. 














WATTLEWORTH, VLCHEK 
ASS’T FACTORY MGR. 


Professor John C. Wattle- 
worth has been appointed as 
assistant factory manager, The 
Vichek Tool Co., Cleveland, 
Ohio. He resigned from the 
faculty of Case School of Ap- 
plied Science, Cleveland, where 
he served as associate professor 
of mechanical engineering, in 
charge of machine design. 

He was born in Cleveland in 
1894, education 
and practical training in that 
city, serving an apprenticeship 
in the machinist’s trade with 
the New York Central Rail- 
road. After an intermission of 
two years he graduated from 
the Case school, in 1920, the 
two years having been spent in 
the field artillery, during the 
war. He spent a period with 
the V. R. Browning Co. as de- 
signer of heavy hoisting ma- 
chinery, completed his practical 
experience and joined the 
faculty of his Alma Mater as 
a full time instructor. In 1925 
he was granted the degree of 
Mechanical Engineer. For the 
past six years he has carried a 
considerable amount of private 
consultation work in addition 
to his educational duties. 


receiving his 





WEST RESIGNS FROM 

DULUTH SHOW CASE 
J. E. West, sales manager, 
Duluth Show Case Co., Duluth, 
Minn., manufacturers of store 
equipment for display and stor- 
age, resigned his position on 
Sept 1. Prior to his connec- 
tion with the Duluth company 
he had been manager of sales 
for the Dartnell Corp., Chi- 
cago, Ill. Mr. West has re- 
turned to the Dartnell organi- 
zation. 


PATRICK COWAN DIES 


Patrick E. Cowan, 49, sec- 
retary-treasurer, Buhrer-Cowan 
Hardware Co., Detroit, Mich., 
died in Providence Hospital, in 
that city, on Sept. 4. He is 
survived by his mother and two 
sisters, 
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BRUCE BOOHER JOINS 
A. J. HARWI HDW. CO. 


Bruce B. Booher recently 
joined the A. J. Harwi Hard- 
ware Co., Atchison and Wich- 
ita, Kan. He has been assigned 
a territory, with headquarters 
in Ottawa, Kan. Mr. Booher 
was formerly with Holt & 
Brown, Maryville, Mo., hard- 
ware dealers, prior to which he 
was with Wyeth Hardware & 
Mfg. Co., St. Joseph, Mo. 

E. H. Mies has also joined 
the Harwi concern, making his 
headquarters at Wray, Col., 
from which point he will cover 
southwest Nebraska and north- 
eastern Colorado. He was for- 
merly with Hinkle & Joyce, 
Lincoln, Neb.,. wholesale dis- 
tributors. 


ONE MINUTE MFG. CO. 
APPOINTS DISTRIBUTOR 


Paxton & Gallagher Co., 
Omaha, Neb., has been ap- 
pointed as a distributor of the 
One Minute washer, manufac- 
tured by the One Minute Mfg. 
Co., Newton, Iowa. 





FRED L. STELLWAGEN 
JOINS SON IN FIRM 


Fred L.  Stellwagen, for 
many years associated with 
Sargent & Co., New Haven, 
Conn., has joined with his son 
in partnership as Fred L. 
Stellwagen & Son, manufac- 


turers’ agents, with offices at 
90 W. Broadway, New York 
City. The firm represents: 
Ames Shovel & Tool Co., 


North Easton, Mass., Chantrell 
Hardware & Tool Co., Reading, 
Pa., Utica Drop Forge & Tool 
Co., Utica, N. Y., Detroit 
Door Check Co., John Stortz 
& Son, Inc., Philadelphia, Pa., 
and Canvas Products Co., St. 
Louis, Mo. 


BRENNAN ADDRESSES 
BROOKLYN MEETING 


George Brennan, Brennan, 
Flamman & Simpson, New 
York City, and counsel of 


The Brooklyn Hardware Asso- 
ciation, Brooklyn, N. Y., ad- 
dressed the meeting, which that 
body held Sept. 11, above Joe’s 
Restaurant, Johnston Building, 
Brooklyn. Thirty-five members 
and guests heard Mr. Brennan 
discuss the subject “How to 
Incorporate.” He told how it 
is done, what capitalization 
means, how profits are declared, 
about issuance of stock certifi- 
cates and endorsed shares for 
100 per cent membership, the 
number of incorporators re- 
quired by law and how the in- 


| 





come of an incorporated busi- 
ness is determined. Mr. Bren- 
nan, as a lawyer, explained the 
above points and many other 
details about incorporation, in 
simple language. 

Robert L. Hammond, presi- 
dent, conducted the meeting 
and Robert Pearsall, secretary 
of the association, read his re- 
port of the last meeting. Under 
reports mention was made of 
the recent outing, which was 
enjoyed by those who attended 
it. 


SHANNON RETIRES AS 
WESTERN ASS’N HEAD 


At a meeting of the officers 
and executive board of the 
Western Retail Implement & 
Hardware Association held in 
Kansas City, Mo., Sept. 10, 
President T. B. Shannon, Iowa. 
Kans., tendered his resigna- 
tion, which was reluctantly ac- 
cepted. Vice-president Murray 
M. Smith, Clay Center, Kans., 
was automatically elevated to 
the presidency. Resolutions of 
commendation were passed ex- 
tolling the efficient service and 
loyalty of Mr. Shannon. Mat- 
ters relating to the next annual 
convention in Kansas City, Mo., 
in January, 1931, were taken 
up. 

Llew S. Soule, editor, HArp- 
warE AGE, New York City, is 
slated to give the principal ad- 
dress on “Hardware Day,” 
which will be the second day 
of the session. It is believed 
that it will be possible to have 
Arthur M. Hyde, Secretary of 
Agriculture, for an address on 
the agricultural situation, dur- 
ing the convention. 

Herbert J. Hodge, veteran 
secretary, made a report show- 
ing a satisfactory state of mem- 
bership and finances. He said 
that in spite of adverse condi- 
tions the membership had been 
kept up to the average. It is 
among the most popular regional 
associations in the United States 
in point of members and influ- 
ence. Normally it has a paid 
membership of around 2200 re- 
tail dealers. 


WORTH HULFISH DIES 


Worth Hulfish, 82, president, 
Worth Hulfish & Sons, 313 
King St. Alexandria, Va., 
wholesale hardware distributor, 
died Sept. 4, after being con- 
fined to his home for several 
months. He was a native of 
Haymarket, Va. At the age of 








15, he moved to Alexandria, 
where he entered the employ 
of the hardware firm of James 
F. Carlin & Sons. Later he ac- 
quired an interest in the firm 
and reorganized it under the 
firm name of James F. Carlin 
Sons & Co. In 1906 the busi- 
ness was incorporated, chang- 
ing its name in 1919 to the 
present corporate designation. 

Mr. Hulfish was formerly a 
director of the Alexandria 
Water Co. and at the time of 
his death was chairman of the 
board of directors of the Citi- 
zen’s National Bank, in Alex- 
andria. He is survived by 
three sons, two brothers, a sis- 
ter and three granddaughters. 
Mr. Hulfish took an active part 
in the civic affairs of Alex- 
andria. 


WARD OPENS NEW STORE 


M. H. Ward has purchased 
the fixtures of the Harris & 
Eddleman hardware store, who 
moved their stock from Moran. 


Tex. to Graham, Tex, Mr. 
Ward will carry a complete 
stock of hardware in_ the 


Moran store. 


STOWE HDW. & SUPPLY, 
BERRY DISTRIBUTOR 


An announcement has _ been 
made that Stowe Hardware & 
Supply Co., Kansas City, Mo., 
will distribute Berry varnishes, 
enamels and lacquers in the 
whole territory covered by the 
Stowe company, including Mis- 
souri, Kansas, Oklahoma and 
portions of Nebraska. Berry 
Bros/, Inc., Detroit, Mich., has 
been in business over 70 years 
as a manufacturer, and is one 
of the oldest makers of var- 
nishes, enamel and lacquer. 





FONES BROS. HOLDS 
ANNUAL MEETING 


Recently the annual meeting 
of the stockholders of Fones 
Bros. Hardware Co., Little 
Rock, Ark., was held in the 
company’s offices. H. H. Tuck- 
er, Robert H. Baker, J. A. 
Couch, J. R. Fones, F. A. Lyon, 
W. O. Lyon and T. D. Rowan 
were elected directors. Officers 
for the coming year were 
elected at a later meeting. They 
are: president, H. H. Tucker, 
senior vice-president, T. D. 
Rowan, vice-presidents, Messrs. 
Baker, Couch, Fones and W. 
O. Lyon. F. A. Lyon is secre- 
tary and treasurer. 





HARDWARE AND SUPPLY 
MEN MEET IN ATLANTA 


On August 19 the Georgia 
Wholesale Hardware &. Mill 
Supply Assn. held a meeting at 
East Lake Country Club, At- 
lanta, Ga. The meeting was 
attended by most of the whole- 
sale distributors, who are mem- 
bers and by manufacturers, fac- 
tory representatives and others 
working in fields connected 
with the hardware and mill sup- 
ply trade. After a two-hour 
business session, luncheon was 
seryed, with association mem- 
bers acting as hosts. W. A. 
Parker, Beck & Gregg Hard- 
ware Co., Atlanta, Ga., presi- 
dent of the association presided 
as toastmaster, outlining the 
purposes of the organization in 
a brief talk. Cliff Hendryx, E. 
C. Atkins & Co., Indianapolis, 
Ind. responded for the manu- 
facturers and W. W. Drummy, 
Simmons Hardware Co., made 
some comments. 

The afternoon was 
over to golf. 


given 


Cc. G. BATTELLE DIES 


Charles G. Battelle, Oakland, 
Cal., East Bay manager, W. P. 
Fuller & Co., died recently at 
his home as a result of a stroke 
of paralysis. He had been with 
the organization for the past 
forty years. Mrs. Battelle, a 
son, five brothers and a sister 
survive him. 


RIPOLIN ENAMEL USED 
ON RACING YACHTS 


Ripolin, the Holland enamel, 
manufactured exclusively on 
the North American continent 
by The Glidden Co., Cleveland, 
Ohio, has been used to finish 
Sir Thomas Lipton’s “Sham- 
rock V” and Harold S. Van- 
derbilt’s “Enterprise,” contest- 
ants for the International Yacht 
Cup. Immediately upon dock- 
ing for repairs and refinishing 
on the Atlantic seaboard, the 
“Shamrock V” was finished in 
a new rich coat of Sea Green 
Ripolin. Mr. Vanderbilt’s cup 
defender was newly finished 
with Ripolin prior to the begin- 
ning of the races. 

When Sir Thomas Lipton’s 
challenger reached the New 
London, Conn., yards after 
hurrying across the Atlantic, 
the material was rushed from 
Cleveland. The United States 
Lines use the material on the 
“Leviathan.” It is also used 
by many air lines. 
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AMERICAN STOVE 
APPOINTS AGENTS 

Edward P. Millikan, mana- 
ger, Pacific 
American Stove Co., with head- 
quarters at 274 Brannon St., 
San Francisco, Cal., has an- 
nounced a number of associates 
and assistants. He was con- 
nected for the past. ten years 
with the George M. Clark & 
Co. division, with headquarters 
in Chicago, Ill. E. B. Hammer 
is in charge of the Los Angeles 
branch, 1328 Santa Fe Ave., 
Los Angeles, Cal. Mr. Ham- 
mer is assisted by H. E. Keeb- 
ler in Arizona, southern Ne- 
vada and also San Diego, River- 
side, and part of San Bernar- 
dino County. 

M. E. Garlock covers the 
balance of southern California, 
except the city of Los Angeles, 
from Paso Robles to San Juan 
Capistrana. Roy Myers repre- 
sents the company in Los An- 
geles. In central and northern 
California, B. S. Pederson 
handles San Francisco and the 
south coast to King City to- 
gether with San Joaquin Valley 
from Modesto to Bakersfield 
and central Nevada. C. H. 
Schieck is in charge of the 
East Bay district and the 
northern division _ including 
northern California from the 
Oregon line to Stockton and 
northern Nevada. E. A. Fritz 
is office and credit manager at 
headquarters. 


co. 


sales division, 


KRENZIEN REPRESENTS 
SEVERAL FACTORIES 


Walter Krenzien has recently 
opened an office in Omaha, Neb., 


as manufacturer’s representa- 


tive, covering the states of Iowa 
and Nebraska. He was previ- 
ously connected with Shapleigh 
Hardware Co., St. Louis, Mo., 
and also with Hibbard, Spencer, 
Bartlett & Co., Chicago, IIl., in 
their sales departments. At one 
time he was manager of the 
Thomsen Hardware Co., Nor- 
folk, Neb. He will handle Ko- 
komo roller skates, Alfred 
Johnson ice skates, Benjamin 
air rifles, Excelsior bicycles, 
Scudder gym clothes, Scully 
Bros. leather goods, Prairie Du 
Chien tool grinders and Amer- 
ican Aluminum products. 


VONNEGUT HARDWARE 
CO. OPENS BRANCH STORE 

The new Irvington branch of 
the Vonnegut Hardware Co., at 
5534 E. Washington St., In- 
dianapolis, Ind., was opened 





Sept. 13, with a celebration in 
the Irvington business district. 
C. E. Perry is branch manager. 
He is assisted by Miss Mary 
Ball and Ray McClintic. A 
complete display of household 
utensils, hardware, china, pot- 
tery, glassware, silver, tools, 
paints and sporting goods is 
shown in the new branch. 


ANNOUNCES NEW RULES 

ON MAIL DOOR SLOTS 

Arch Coleman, acting Post- 
master General, Washington, D. 
C., issued order No. 291, on 
Sept. 15, relating to mail door 
slots in office buildings. It re- 
vokes order No. 9905, printed 
in The Postal Bulietin of Feb. 
18, 1930. It reads: 

“In order to adequately pro- 
vide for the safe delivery to 
suites in office buildings of not 
only letters but other mail of 
larger size when the entrances 
are locked, it is ordered that 
door slots hereafter installed 
for the delivery of mail in office 
buildings shall conform to the 
following specifications: 1. The 
clear opening in the slot plate 
shall be 1% in. wide and 7 in. 
in length. The size of the chute 
shall conform to the siot-plate 
opening. 2. The horizontal cen- 
ter line of the outside opening 
of slot shall be located not less 
than 30 in. from the finished 
floor line, when the construction 
of the door will so permit.” 


KELVINATOR CORP. HAS 
CONVENTION IN DETROIT 
District managers of the Kel 
Detroit, Mich.. 
from every section of 
United States met in that city 
on Sept. 12, 13 and 14 to dis- 
cuss selling plans for the fall 
season. On the evening of the 
12th a banquet was given the 
district men by the company at 
the Detroit Athletic Club. 
The following district man- 
agers in Detroit attending the 
convention were: C. R. Bro- 
gan, Charlottesville, Va.; J. C. 
Burton, Narberth, Pa.; C. V. 
Calkins, Detroit, Mich.; S. D. 
Camper, Louisville, Ky.; H. A. 
Dahl, Minneapolis, Minn.; W. 
E Dey EB. St Lous ii: I: 
P. Hallock, Jacksonville, Fila. ; 
P. M. Johnson, Cambridge, 
Mass.; L. L. Langley, Dur- 
ham, N. H.; J. K. McCarthy, 
Raleigh, N. C.; T. H. Magin 
niss, Chicago, Ill.; W. B. Mil 
liken, Denver, Colo.; C. D. 
Mitchell, Charlotte, N. C.; R. 
I. Petrie, Detroit, Mich.; H. L. 


vinator Corp., 
the 





Percy, Denver, Colo., and 
Campbell Wood, New York 
City. 

H. LUTH INTRODUCES 


WUPPERMAN WARE HERE 

Heinrich Luth, representative 
of Herman Wupperman, Inc.., 
Pinneberg, Holstein, Germany, 
recently arrived in this country 
with samples of the Wupper- 
man enameled ware in colors. 
He is working for a while from 
the office of George Borgfeldt 
& Co., 717 Market St., San 
Francisco, Cal., American agents 
for the Wupperman line. The 
visit of Mr. Wupperman sev- 
eral months ago brought about 
the introduction of the new 
colored enamel line in this 
country. 


WILLIVER & HARMON 
ESTABLISH AGENCY 
Recently W. W. Williver and 
F. W. Harmon established the 
firm of Williver & Harmon at 
833 Market St., San Francisco, 
Cal., as manufacturer’s repre- 
sentatives. The firm represents 
manufacturers of house fur- 
nishings including Thermwool 
Products Co., Brooklyn, N. Y., 
and Wabash Fibre Box Co., 
Terre Haute, Ind. The part- 
nership represents a manufac- 
turer of industrial products in 

addition. 

Mr. Williver is well known 
throughout the Pacific Coast, 
having formerly represented 
Tillicum Toys, Inc., Tacoma, 
Wash. He will have his head- 
quarters in his former field, 
either at Seattle, Wash., or Ta- 
coma, Wash., handling the Pa- 
cific northwestern territory. Mr. 
Harmon, who has been asso- 
ciated with Mr. Williver in 
New York City for the past 
three years, will have charge of 
California and  sonthwestern 
territory, making his headquar- 
ters at San Francisco. 


HARDWARE SQUARE 
CLUB CELEBRATES 
BIRTHDAY 

On Sept. 16 the Hardware 
Square Club, No. 675, held its 
monthly meeting at the Ma- 
sonic Temple, 71 W. 23rd St., 
New York City, at which time 
the club celebrated its seventh 
birthday. Officers of the club 
are: R. S. Allen, Rockville 





MANHATTAN AND BRONX 
ASS’N OPENS SEASON 
The first meeting of the sea- 
son was held by the Hardware 
& Supply Dealers Association 
of Manhattan and Bronx Bor- 
oughs, Inc., Sept. 16 at the 
Prince George Hotel, 28th St., 
New York City. More than 25 
attended 
the 


members and guests 


the gathering. Among 
topics discussed was the recent 
changes in the prices of electric 
J. M. Kohlmeier, 


the organization, 


light bulbs. 
president of 
was in charge of the meeting. 
The principal speaker of the 
evening was F. C. Estes, for- 
mer secretary of the Broadway 
Association, who recently com- 
pleted a survey for the build- 
ing trades in the city. His talk 
centered on apartment houses, 
their construction, apartment 
rentals and the types of people 
living in them. He pointed out 
that there is at present a short- 
age of apartments for the mid- 
dle classes and a surplus of 
apartments for the wealthier 
families. Wages of mechanics 
has increased, he said, from 
1914 to now from about $6 a 
day to around $13.20 a day. 
Many families, he stated, were 
sharing apartments with other 
families, because of the cost of 
apartments at the present time. 


R. B. RANKIN REPRESENTS 
G. H. MANSFIELD & CO. 
G. H. Mansfield & Co., Can- 

ton, Mass., of 

fishing tackle, have appointed 


manufacturers 


gether with San Joaquin Valley 
San Francisco, Cal., as direct 
representative to introduce their 
factory brand merchandise to 
the retail trade from Denver to 
the Pacific Coast. For many 
years he was associated with the 
old Simmons Hardware Co., St., 
Louis, Mo., and was identified 
in the fishing tackle business as 
vice - president of Adolph 
Blaich, Inc., wholesale distrib- 
utors of fishing tackle, ammu- 
nition and cutlery. 

Mr. Rankin has B. B. Per- 
row, Tacoma, Wash., as north- 
western representative for the 
Mansfield firm. 





OTTO REUTER DIES 


Otto Reuter, 63, cutlery mer- 
chant, Buffalo, N. Y., for 35 


Center, N. Y., president; Albert | years, died Sept. 6 in that city, 


Westphal, 1667 Palmetto St., 


after an illness of four years. 


3rooklyn, N. Y., secretary, and | Mr. Reuter is survived by two 


Louis Pfeiffer, Richmond Hill, | daughters 
| children, 


N. Y., treasurer. 


and two grand- 
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TRADE EXECUTIVES TO 
HOLD ANNUAL SESSION 


The eleventh annual conven- 
tion of the American Trade As- 
sociation Executives will be held 
at the Clifton House, Niagara 
Falls, Ont., Canada, Sept. 24 to 
27. The theme of the conven- 
tion will be “The Trade Asso- 
ciation’s Part in Bettering Busi- 
ness Conditions.” On Tuesday 
evening, Sept. 24, a dinner meet- 
ing of the executive and A. T. 
A. E. award committees will be 
held, with M. L. Hemenway, 
president, presiding. Wednesday 
will be registration day, with 
the opening of the convention 
and a session on the subject, 
“Basis for Improvement.” The 
nominating committee will meet 
that day in addition to several 
group luncheons. An interna- 
tional dinner, sightseeing trip 





and evening of entertainment 
are other features of the day. 

Thursday the A. T. A. E. 
breakfast for officers of locals 
will be held; general sessions on 
distribution and technical service 
associations, and several group 
luncheons will be held. In the 
evening a business meeting, in- 
spirational address and special 
illumination of the falls are fea- 
tures. Friday a group breakfast 
of local associations will be 
held. A general session on busi- 
ness practices, a golf tourna- 
ment and the annual banquet 
are also on the program for the 
day. 

On Saturday the executive 
committee will hold a_ break- 
fast. The general session will 
be an open clinic, and the clos- 
ing lunch and summary will be 
given. Later in the day a spe- 
cial sightseeing trip will be 
arranged. 





Flexible Provisions in Tariff Act Largest 
Problem of Commission 


(From Washington Bureau of HARDWARE AGE) 


The reorganized tariff com- 
mission has a big task before 
it. The outstanding job con- 
cerns investigations it is to make 
under the amended flexible pro- 
vision of the Hawley-Smoot act. 
There are 34 of these inquiries 
already scheduled, with a wide 
range of products, and a lot 
of information that must be dug 
up. Among the products are 
agricultural hand tools, woven- 
wire fencing, window glass and 
blown glass table and kitchen- 
ware. Many of these investiga- 
tions are ordered by Senate res- 
olutions. For the most part, 
the resolutions were introduced 
by Senators who are hostile to 
the tariff act and particularly 
the flexible provision, and are 
seeking to embarrass the admin- 
istration as much as they can. 
They want to “show up” the 
new law. Products which farm- 
ers use are scattered liberally 
among those that are to be in- 
vestigated, and apparently these 
hostile Senators are daring the 
tariff commission to recom- 
mend increased rates on these 
products, regardless of what 
facts might indicate. Also 
products which farmers raise 
are listed, and here again the 
administration evidently is be- 
ing dared to-decrease duties on 
these. Thus one angle of the 
politics of the thing is as ines- 
capable from the tariff as are 
death and taxes. 

The political of 


fireworks, 


course, will take place when the 
President’s appointees come be- 
fore the Senate for confirma- 
The biggest fight appar- 


tion. 





ently will be made against Ed- 
ward P. Brossard, Republican, 
of Utah, who was chairman of 
the prior Commission, but was 
reappointed as a member with- 
out that position which was 
given to Henry P. Fletcher, 
Republican, Pennsylvania. Bros- 
sard is called a high protection- 
ist and is understood to have 
been reappointed upon the in- 
sistence of Senator Reed Smoot, 
Republican, Utah, one of the 
authors of the new law, and 
also known as a priest of high 
protection. Other appointees 
are Dr. John Lee Coulter, Re- 
publican, of North Dakota, who 
was chief economist of the 
Commission; Alfred P. Dennis, 
Democrat, Maryland,  reap- 
pointed, and Thomas Walker 
Page, Democrat, Virginia, for- 
mer chairman of the Commis- 
sion some years ago. The sixth 
and last member had not been 
chosen when the new Commis- 
sion was organized. Since the 
commission is to be a so-called 
bipartisan body, the member to 
be selected must be a Democrat. 

The new chairman is widely 
known as a diplomat and econo- 
mist, and despite the fact that 
he comes from the great indus- 
trial State of Pennsylvania is 
said to lean to moderate tariff 
protection rather than high pro- 
tection, and apparently this re- 
flects the President’s view. 
Whether or not Mr. Fletcher’s 
diplomatic training had anything 
to do with his selection is not 
known, though it has been so 
reported. There likely will be 
more dealings between the new 


Commission and foreign gov- 
ernments on the tariff issue 
than ever before. It remains 
to be seen whether diplomacy 
will be used to a greater de- 
gree than before. Assuredly 
the prevailing view is that dip- 
lomacy should be left out of 
it and rates changed according 
to facts, without regard to the 
attitude of outside interests. 
The Commission is unques- 
tionably of an unusually high 
intellectual caliber, but also of 
sharply differing minds in the 
field of economics and may find 
itself engaged in many differ- 
ences. Two of the most schol- 
arly men on the Commission, 
Mr. Dennis and Mr. Page, are 
known as low tariff men, and 
Mr. Dennis is particularly out- 
spoken in his views. He is a 
personal friend of President 
Hoover, and while this may ac- 
count partially for his reap- 
pointment, it may be due also 
to the fact that he, with Mr. 
Page, will act as foils against 
unduly ascending tariff rates. 





OLD GUARD TO HOLD A 
DINNER AT CONVENTION 


The Old Guard has announced 
through its officers that an un- 
official meeting and dinner will 
be held during the annual con- 
vention in Atlantic City, N. J., 
Oct. 20-23. Members have been 
requested by President R. P. 
Boyd to notify Secretary-treas- 
urer L. L. Sullivan, 1505 First 
National Bank Building, Atlan- 
ta, Ga., whether or not they will 
attend. The committee to ar- 
range the meeting and dinner 
consists of James T. Skelly, 
first vice-president; George H. 
Harper and Arthur A. Devlin. 
Nelson A. Gladding of the ad- 
visory board and Tillman 
Cavett are members of the 
committee on entertainment. On 
the committee on finance Mr. 
Sullivan, J. H. Holcome and 
Arthur H. Deveney are serving. 
The committee on invited guests 
comprises Mr. Boyd and F. 
Hesbert Smith. 

So that committee members 
may not be taxed too heavily 
with their responsibilities, they 
may confer and divide their 
duties. 





ALBERT E. GUIST DIES; 
WITH SCHWABACHER 


Albert E. Guist, for 23 years 
manager of the sporting goods 
department of Schwabacher 
Hardware Co., Seattle, Wash., 
passed away Sept. 13 after a 
brief illness. 

Mr. Guist was 60 years of 
age and had been active in Paci- 
fic Northwest sporting goods 
circles for the past 41 years. 
He is survived by his widow 





and son. 





CENTRAL N. Y. DEALERS 
DISCUSS ADVERTISING 


Forty members and guests of 
the Central New York State 
Hardware Association met at 
the Lakeland Tea Room, Caze- 
novia, N. Y., on Monday, Sept. 
8. President John Bubbs, Syra- 
cuse, N. Y., presided, and Mark 
Serio of the same city, secretary 
of the organization, took good 
care of the duties of his office. 

State President Frank Sticht, 
Fort Plain, N. Y., spoke on the 
futfre of the retail hardware 
merchant and was conservative- 
ly optimistic in his outlook for 
the coming months. He re- 
counted the changes in public 
buying habits and showed how 
retailing methods had been and 
must be changed to cope with 
such trends. He was followed 
by Howard P. Albright, Al- 
bany, a State director, who told 
of his experiences with special 
forms of advertising. Charles 
J. Heale, Managing Editor, 
Harpware AGE, spoke on the 
ever-increasing importance of 
training good material for re- 
tail hardware selling, and said 
the so-called clerk, wrongly 
named, was a neglected yet the 
most important link in the chain 
of manufacturer to wholesaler 
to retailer distribution. He told 
of his observations of training 
methods and urged the associa- 
tion to consider having mem- 
bers’ employees attending the 
meetings. 

George Gaylord Hoy, field 
man for the State association, 
presented a very complete study 
of planned advertising cam- 
paigns, based partly on his pre- 
vious experiences and partly on 
the needs of New York dealers 
as he saw their requirements. 
State Secretary John B. Foley, 
with his customary modesty, 
kept in the background, but was 
brought to the front on several 
occasions during the informal 
discussions which followed the 
remarks of the speakers. 

J. H. Couden, Manlius, N. Y,, 
told of his successful experi- 
ences humanized advertising, 
and Horace P. Aikman, Caze- 
novia, N. Y., told briefly of 
his advertising plans, which 
were described in full in the 
Feb. 3, 1930, issue of Harp- 
WARE AGE. 

It was decided to hold the 
October meeting in Syracuse. 
In accordance with the usual 
practice, the members and 
guests visited the stores of 
two Cazenovia members. These 
were the stores of Mr. Aikman 
and F. F. Marshall. 
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Gloriatone Radio 


United States Radio & 
Television Corp., Marion, 
Ind., produces the port- 
able Gloriatone radio, an 
A.C. electric, screen grid 
set, weighing 26 lb. It 
measures 20 x 13%x7 
inches and is finished in 
American walnut, semi- 
gloss finish. Front panel 
is V type two-tone pat- 
tern. The chassis is fully 
shielded and speaker is of 
electro dynamic type. This 
set is particularly designed 
for the summer cottage, 
the small apartment and 
for use in such places as 
the porch, the breakfast 
nook or the sick room. 
It is also suggested for 
use as a second set in the 
larger home. 


Coleman Master 
Automatic Iron 


The Coleman Lamp & 
Stove Co., Wichita, Kan., of- 
fers the Master automatic 
iron No. 37, finished in chro- 
mium, with specially con- 
structed guaranteed heating 
element. Sole plate of the 
iron has a special button bevel 
and tapering point, making it easy to iron around and under buttons 
and in ruffles and pleats. Bevel of iron allows its use by either left 
or right hand. Base has large amount of cast iron, which acts as a 
reservoir for storing heat to meet requirements of heavy ironing. It is 
fully automatic, being controlled by an adjustable heat regulator. 
Regulator is quick and positive in action with accurate temperature 
control thermostat. Cost to dealér is $5.80. Suggested retail price is 
$8.70. Shipping weight is 7 Ib. 





One and Two Slice 
Toastmasters 


The new one and two slice 
model Toastmasters, offered by 
the Waters Center Co., 213 No. 
2nd St., Minneapolis, Minn., are 
operated by a single lever on the 
front of the toaster. They are 
practically noiseless in operation. 
All interior parts are either of 
rust resisting metal or nickel 
plated steel. Every corner of these 
models is accessible for cleaning by use of a large removable base 
plate. They are smaller than the older models and the outside case 
is perfectly plain, with polished chromium plated surface. Automatic 
mechanism delivers the toast and turns off the current. Current con- 
sumption is 600 watts on single slice model and 800 watts on the 
double slice model. The two slice type is 156 inches wider than the 
single slice model, and has two oven slots instead of one. Suggested 
retail selling prices are respectively $12.50 and $17.50 





Armstrong Pipe Stands 


The Armstrong Mfg. Co., Bridgeport, Conn., manufactures a three- 
legged metal pipe stand, with pipe benders, also a model with four 
legs. By using pressed steel a simpler, lighter and portable stand, of 
rigid quality has been.made. No. 81 has four removable legs, which 
are adjustable to variation in floor surface. It will handle pipe up to 
¥% inch in the bender. it is drilled to take any Standard pipe vise, 
chain or hinged, to hold pipe up to and including 214 inches. Stand 
without vise lists at $21.00, shipping weight is 45 Ibs. No. 81V, is 
the same as No. 81, but with No. 23 Armstrong Standard hinged pipe 
vise, shipping weight 5514 Ibs. List price is $26.00. No. 81C same 
as No. 81, including.No. 1 Armstrong chain vise, shipping weight 49 Ibs 





List price is $26.50. No. 82, three-legged Armstrong portable vise 
stand and pipe bender, has permanently attached legs, which are hinged, 
so that legs may be folded when not in use. Spring lock holds legs 
rigid, when stand is open. Universal top is designed to hold any 
Standard pipe vise, chain or hinged pipe vise, to hold pipe up to 3% 


hon by 


inches. Pipe up to and including 34 inch, can be handled in the 
bender. It is available without vise, weight for shipping 30 Ibs. List 
price is $18.00. No. 82V is same as No. 82, but with No. 23 Arm- 
strong Standard, hinged vise. Shipping weight is 4014 Ibs. List price 
is $23.00. No. 82C includes stand and pipe bender and No. 1 Arm- 
strong chain vise. List price is $23.50. Shipping weight is 39 Ibs 





Dealer discount is 1/3 off list. 


Allen Parlor 
Furnaces 


Two new low priced 
Allen parlor furnaces have 
been announced by Allen 
Mfg. Co., Nashville, Tenn. 
They are made of the 
company’s best quality 
iron, and porcelain enamel 
All cast iron construction 
is used for the inner heat- 
ing units, with special 
analysis high heat resist- 
ing iron in grates and fire- 
bowl. Sides are excep- 
tionally durable with Arm- 
co iron sides and back 
Large feed doors, roomy 
ash pits and big air vol- 
ume are outstanding fea- 
tures. The larger of the 
two models is 45 inches 
high, 25 inches wide and 
18 inches deep. Grates of 
Duplex or Triangular type 
are offered. Weight of 
larger model crated is 320 Ib. net weight is 285 Ib. Firebowl is 
17 x 11 x 7 inches inside, feed doors are 18 x 11 inches and ash 
doors are 18 x 612 inches. Floor space is 25 x 19 inches. Smaller model 
is 37 x 19 x 16 inches, with Simplex grates. Weight crated is 230 
lb., net weight 190 Ib. Firebowl is 14 x 10 x inches inside 
Feed doors are 10 x 7 and ash doors are 10 x 6 inct Floor space 
is 19 x 16 inches. 


B-C Automatic Can Opener 


The B-C automatic can 
opener, style C, made by 
Bunker-Clancey Mfg. Co., 
1110 Woodland Ave., Kan- 
sas City, Mo., is of the wall 
type. This model is made 
with detachable bracket, t> 
sell for the suggested retail 
price of $1.25 each. All 
B-C automatic can openers 
cut the top of the can out, 
not off, leaving a smooth 
edge. Cutters and knurled 
rollers can easily be re- 
placed if wear should oc- 
cur. There are no other 
wearing parts on the opener. 
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Console Model Ironer 


Console model 265 Do-All ironer, finished in walnut, is a fine piece 
of furniture for any room in the house. Horton Mfg. Co., Fort Wayne, 
Ind., makes this attractive ironer, which weighs 169 Ibs., packed for 
shipping. It has 26 inch length full open type roll, with rust resisting, 
non-warping metal base. It is heavily padded with jute and cotton 
covered with duck backing. Diameter of roll is six inches, revolving 








speed is eight and one-half feet per minute. Shoe is cast steel, 
chromium plated. Ironing area is 9] square inches. It has a 1150 
watt heating element, which is replaceable. Ironer operates from 
standard socket, on a 1/20 hp. motor, of 115 watt consumption, ex- 
clusive of shoe 


Sheffield Displays 


The Sheffield Bronze Powder 
& Stencil Co. 5817 Kinsman 
Road, Cleveland, Ohio, offers two 
new dealer display and stock 
cabinets, free to dealers buying 
complete assortments of pure oil 
colors and slide-off transfer sets. 
For the pure oil colors a jade 
green lacquered metal stock cabi- 
net is offered, with 20 compart- 
ments for an equal number of 
popular colors. Each tube, which 
is made to retail at 10c each is 
labelled for easy identification of 
its own color. The colors are for 
textile painting, silk dyeing, sten- 
ciling, tinting paints, sign paint- 
ing and all art work. Display ma- 
terial is also offered. The break- 
fast nook bench shown here, dis- 
plays and holds a complete stock 
of slide-off transfer sets, made 
up of corners, sprays, drops and 
uprights of various sizes, for use as complete units or individual pieces 
They are dipped in water before being applied. Bench is supplied 
with 33 samples of loose leaf sets ringed to back. Stock cabinet meas- 
ures 16% x 112 x 4 inches and bench is 14 x 8 x 74 inches high. 
Cabinet is jade-green color. Transfer sets are made to sell at 25c each 








Slip Printing 
Cash Register 


Remington Cash Registe- 
Co., Inc., Ilion, N. Y., has 
announced a cash register of 
interest to those using sales 
tickets or sales slips. It is of 
press down key, slip printing 


type with inter-changeable evens ¢ 
printer tables. The register CCC eo 
prints amount of sale on slip, i : 


itemizes any number of sales, 
up to and including ten on 
special sales ticket or sales 
slip, prints amount of sale on 
sales tickets or sales slip, indicates and adds the amount of sales and 
prints a report. Report shows total amount of sales, number of sales, 
number of times two or more sales have been printed on one slip, 
number of register, department number and date. It prints report 
showing that counter is fully reset at start of business and total num- 
ber of times counter has been reset to zero. Single lock and key con- 
trol entire register. Register is furnished in five models and three 
standard finishes. American walnut, satin walnut and mahogany. 





Jefferson Fuse Wrench 


A fuse wrench designed for tightening and loosening the caps of 
ferrule type renewable fuses is made by Jefferson Electric Co., 1500 
South Laflin Street, Chicago, Ill. It solves the difficulties arising, 
from use of a screw driver in tightening and loosening the fuse. 
Wrench consists of a comfortably sized hardwood handle with a hole 








in each end, both of which contain a hardened strip for engaging slot 
in the’ fuse cap or plug. Fuse fits snugly into the hole and strip is 
held squarely in the hole, enabling greater leverage, making a tighter 
connection or making the loosening of the fuse, easier. Fuses of 250 
volt, 1 to 30 ampere size are provided for in one end and 250 volt, 
35 to 60 ampere and 600 volt | to 30 ampere in the other end. List 
price is 50c each. 


Radiator Shelf Combination 


The Collins metal radiator shelf wall protector and humidifier is made 
by W. H. Collins, 445 Greenwich St., New York City. It is available 
in gold or silver finish. This combination is intended to purify and 
humidify air. It saves coal, beautifies the home, protects walls and 
drapery and is easily ad- 
justed. Suggested retail 
selling prices are in the 9 
inch widths; 12 inch shelf 
and clamps, $1.35: 18, 24, 
30 and 36 inch shelf and 





humidifier, $1.65, $1.80, 
$1.95 and $2.10 respec- 
tively. Suggested retail 





prices on the 18, 24, 30 


and 36 inch shelf and | y u = 4/ 
humidifiers are $1.85, , { =| 
$2.05, $2.25 and $2.45 re- 

spectively. Inset shows 

humidifier. | Combination 


is constructed of heavy 
sheet steel. 
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Embosograf Display Card Machine 


The Embosograf display card system is a special 
form of embossing press, together with the nec- 
essary type, dies and material for producing dis- 
play cards. An optional feature is use of the 
distinctive uniform Embosoframe, the new scien- 





tifically designed card holder, available in two sizes. Embosograf Corp. 
of America, 38 W. 21st St., New York City, makes this machine and 
the other parts of the system mentioned. By means of the machine 
display cards in a wide variety of shapes and sizes can be produced 
by unskilled labor in lots of 1 to 5000 in as many as five colors in one 
operation. Type or dies are set up to conform to the desired layout 
and are placed face upward on the press, strips of colored paper are 
put on the words or letters which are to appear in those colors and 
then the cardboard, forming the background of card face is placed 
face down on the type. The lever is then pulled down. When lever 
is released, finished card may be lifted from machine and loose bits 
of paper may be picked off. Letters or designs on these cards are in 
embossed form. In addition to width and length they have depth. 
Machines are made in two sizes, prices ranging from $125 to $500. 
Additional equipment required adds to the cost. 


Lone Eagle Fishing Kit 


James Heddon’s Sons Dowagiac, Mich., offers the No. 901 Lone Eagle 
Fishing Kit, consisting of rod case, tackle box, split bamboo rod, Lone- 
Eagle reel, strong silk casting line, cord fish stringer and three Heddon 
baits. The baits are 1. Zig Wag Red and White, 1 Vamp Pike scale 
and | King Gold Plated bait. Bamboo rod is 4% feet, two piece con- 
struction, tempered bamboo with nickel silver ferrules and mountings 
Screw tight locking reel seat, holds reel fast and trigger on reel séat. 
It has cork rear and forward grips with metal butt cap, wound with 


Heddon No. 90! Lone-Eaace Kit 
ACOMPLETE BAIT CASTING OUTFIT IN SERVICEABLE RAINPROOF BOX. 





orange and black silk. Reel is Lone Eagle No. 206, witn level winding 
and quadruple multiplying, 100 yd. capacity. Line is Lone Eagle hard 
braid waterproof silk, 20 Ib. test. It has Winona cord stringer, with 
metal tip and split ring and the kit box is a combination rod case and 
tackle box, made of heavy fibre board, covered by serviceable and 
waterproof cloth in Spanish leather finish, equipped with two straps 
and a handle. Kit measures 28 x 234 x 5 inches, weighing 44 
Ibs., in a corrugated container. Regular list price is $20.00, but list 
price on the combination is $16.85. Discount to the dealer is 33 1/3%. 


Eveready Prestone 


A new type of Eveready Prestone, of green shade, is now offered by 
the National Carbon Co., Inc., New York City. It is available in 
Y, %, 1 and 1% gallon sizes, the 34 gallon size being new. All 


Prestone now sells at the same price per gallon, regardless of the size 
of can, a new policy, in the marketing of this product. It is claimed 
by the maker that there will be less rust formed in the cooling system 
with the new product than with ordinary tap water, reducing the ten- 


EVEREADY 
PRESTONE 





dency of radiators to clog with rust. A rust clear solution to start 
with, stays clear with practically no rust in suspension. Price to 
dealers in unbroken cases is $3.60 per gallon or $3.80 per gallon in 
broken cases. The suggested retail selling price is $5.00 per gallon. 


Star-Rite Percolators 


Star-Rite percolators are offered in mirror nickel or chrome finish, 
by The Fitzgerald Mfg. Co., Torrington, Conn., with finger tip control, 
by use of a thermostatic switch. A touch of the finger reestablishes 
contact, to make the pot ready for use again. All copper body, nickel 








or chrome plated, in 5, 7 and 9 cup sizes, in one style, with ebonized 
or colored handles and rubber pads on feet. Suggested retail selling 
prices are: 5, 7 and 9 cup nickel, $7.45, $7.95 and $8.45 respectively 
and the same sizes in chrome are $8.95, $9.45 and $9.95. 


Riessbeck Silent 
Bathtub Filler 


The Riessbeck silent bath- 
tub filler eliminates steam 
vapor, silences the flowing of 
water and may be used to 
clean the tub, after use. At 
the top of the rubber tube is 


Pai. 


a slip-fit joint. The bottom 
is equipped with three shock 
absorbers to prevent marring 
of bath tub surface. Riess- 
beck & Co., 3525 North 
Leavitt St., Chicago. Ill., of- 


fers this device to dealers for 
$9.00 a dozen or in lots ot 
6 dozen for $8.00 per dozen 
Suggested retail selling price 
is $1.50 each. 
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Business Failures in Half Year 
Numbered 13,771, Showing 
Increase 


Federal Reserve Board statistics for 
the first six months of 1930 disclose that 
13,771 business establishments, with lia- 
bilities of $337,088,000, were reported as 
commercial failures. 

This compares with 11,972 establish- 
ments of $232,130,000 liabilities, which 
failed during the same period of 1929, 
a difference, considering that the first 
half of 1929 was one of the most re- 
markable business expansion periods in 
history, while the same months of 1930 
found the country in the throes of one 
of the most difficult times since the war, 
the increase was not considered unusual. 





Bank Debits Increased 
In Week Ended Sept. 10. 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board by 
banks in leading cities for the week ended 
Sept. 10, aggregated $10,628,000,000, or 
9 per cent above the total reported for 
the preceding week, which included but 
five business days, and 46 per cent be- 
low the total reported for the correspond- 
ing week of last year. 

Aggregate debits for 141 centers for 
which figures have been published week- 
ly since January, 1919, amounted to $9,- 
923,000,000, as compared with $9,124,- 
000,000 for the preceding week and $18,- 
645,000,000 for the week ended Sept. 11 
of last year. 


Slight Paint Price 
Declines Announced by 


Sherwin-Williams 
Effective Sept. 8, The Sherwin-Wil- 
liams Co., 601 Canal Rd., Cleveland, 


Ohio, announced reductions of 10 cents 
and 15 cents per gallon net on certain 
paint items. The complete list of de- 
clines reported are as follows: 

SWP Gloss White ..... 15c. per gal. net 
SUF NOES nosso cocisine'e 15c. per gal. net 


Hardware Demand 
Continues to Improve 
NEW YORK, Sept. 24.—Trade 


activity in most of the principal 
hardware markets increased slightly 
during the past week, under the 
stimulus of expanded seasonal de- 
mands. Unseasonably warm weather 
recently has momentarily retarded 
the movement of fall merchandise. 
With the first few days of colder 
weather a further upturn in busi- 
ness is anticipated. 

Hunting equipment is in excellent 
demand. Fireplace fixtures are ex- 
ceptionally active. Fruit jars and 
related canning supplies have moved 
in heavier volume than at any time 
since the war. Housewares, in gen- 
eral, are in good demand. Paint- 
ing materials also continue in ex- 
cellent demand. From present in- 
dications, it appears that consistent 
improvement may be expected dur- 
ing the balance of the year. 

Prices, in the main, are steady 
and unchanged. Scattered instances 
of price shading in some highly com- 
petitive lines have been reported, 
although in view of conditions, quo- 
tations are being well maintained. 

The credit situation is considered 
fairly satisfactory. 


ee eee 
Bright Trim Colors ...:. 15c. per gal. net 
Porch and Deck Paint ...15c. per gal. net 
Galvanized Iron Primer. .15c. per gal. net 


Semi-Paste Paint ....... 15c. per gal. net 
Floor Enamel ........... 10c. per gal. net 
Family Paint ........... 10c. per gal. net 
Concrete Wall Paint ....10c. per gal. net 
MNES So 55:0 9.6.0.5 000s 10c. per gal. net 
Non-Corrodible Graphite 

a BRE Se 10c. per gal. net 
Kromik Primer ......... 10c. per gal. net 


GENERAL MARKET 
NEWS or tHE WEEK 






Survey Discloses Price as 
Prime Factor in Radio Sales 


In a recent survey covering forty-four 
retailers in the radio business through- 
out the United States, it was found that 
price was the prime consideration in de- 
termining the purchase of a radio set. 
Of the forty-four dealers answering the 
questionnaire, twenty-one gave price first 
importance, seven stated that the tone 
quality was the primary consideration, 
while five placed the appearance of the 
set in first place. 

Thirty-eight of the stores reported 
sales of both battery and electric sets. 
Two of these stores reported a larger 
sale of battery sets than of electric sets; 
one store reported a similar number of 
each type, while the remaining thirty- 
five stores gave the preponderance of 
sales to electric sets. The average for 
the thirty-eight stores reporting sales of 
both types stood at 6.3 electric sets per 
battery set. 

The range of makes carried in stock 
was from one to twelve. 


Standards for Mop Sticks 
Become Effective Oct. 15 


Harry H. Steidle, Division of Trade 
Standards, Department of Commerce, 
Washington, D. C., has advised produc- 
ers, distributors and large users of mop 
sticks that a new recommended commer- 
cail standard becomes effective on Oct. 
15, 1930. 

Signed acceptances representing prac- 
tically all of the larger manufacturers, a 
number of distributors, and many con- 
sumers of mop sticks, thus indicating a 
satisfactory majority approval of this 
commercial standard. 

Those desiring further information on 
this subject may obtain a copy of the 
printed booklet pertaining to this com- 
mercial standard as soon as it is made 
available, upon request to the above ad- 
dress. 
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BOSTON: 


(Boston office of HARDWARE AGE) 

BOSTON, Sept. 23.—No perceptible change is noted in the general 
New England hardware situation. Business in the weekly aggre- 
gate is of encouraging volume despite the fact that individual re- 
tail orders are for small quantities of merchandise. As is to be ex- 
pected, jobbing sales are by no means on a par with those in former 
years at this time. But jobbers and retailers appear optimistic, 
feeling that a turn for the better has arrived and that a slow yet 
steady expansion in business may be expected during the remainder 
of 1930 and into the first quarter of 1931, at least. Several hot, 
sticky and unseasonable days experienced the past week had little 
influence on trade. 

Interest in futures has not been aroused to any appreciable ex- 
tent, say jobbers, yet there is some buying of snow shovels and 
scoops, sleds, winter sports goods and weatherstrip. It is felt that 
some of the retail trade, feeling out the market for the past week or 
ten days, will soon place orders for toys. Such merchandise as cross- 
cut and other wood saws, coal hods, ash sifts and step ladders is in 
sufficient demand to warrant special mention. The activity of the 
French flyers in this country has reawakened interest in airplanes, 
while the starting of college and school football squads on the fall 
training grind has unquestionably suggested to retailers that it is 
time to replenish football stocks. Pearl wire cloth prices have been 
reduced about 20 per cent, and eight styles of a popular make of 
brooders are somewhat lower than heretofore. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. BOSTON. 


AIRCRAFT. 


Aircraft ecg ra OOAB, $8 
er doz., net; = B, $16; No. 1AB, 
28; No. 2AB, $40 

Glide-O-Planes.—No. 00GP, 80c. per 


Universal, No. 933, $3.35 each net; 
White Cross, No. 990, $1.50. 


FIRE KINDLERS. 


Fire Kindlers.—Dixie, 8 bricks to 


doz. net; No. OGP, $2; No. IGP, $4. package, 30 packages to case, $6 a 
Spirit of St. Louis.—No. 950, $1 case net. 
gpch, lst; No. 951, $1.50; No. 952, $3; 
0. Joo, 
Flying Planes.—No. 955, $1 each FOOTBALLS. 
list; No. 956, $1.50. Footbalis.—Reach, No. 58, $1.70 
Hangar Sets.—No. 958, $1 each list. each, net. American Rugby, No. 
Beacon Lights.—No. 959, $3.75 each + 5SV, $2.35. The College, NO. : SF, 
list. : $3.35. Regulation, No.. V5, $4. Fox 
Construction Sets. — Zeppelin, No. Rugby, No. 125, $8 a doz., net. 
No. 961, $1.50; No. Bladders.—No. 1599, size 4, $2.75 


96, $1 each list; 
962, $5 


. 4 per doz., net; No. 1591, size 5, $3.25 
to per cont, , 
eroplanes.—No. ; per doz. 
net; Zeppelins, No. 1017, $4; No. 2017, HEATERS. 
$8. Combination aeroplanes and Oil.—Perfection, No. 510, $5.75 each 
Zeppelins, No. 2019, $8; C-Er-Fly, list; No. 525, $7.07; No. 1525, $8 
No. 10, $8 No. 1530, $9. 35; No. 1630, $11. 50; 
1550, $9.50; No. 1665, $13.50. Dis. 
count 30 per cent. 
AXES. Wicks.—With carriers, No. 500, $5 
Axes.—Standard makes’ without list; No. 325, $5.45. Discount 30 per 
handles, $14.50 per doz. net. The cent. 
usual extras for weights and handles Electric. — Universal, No. E9927, 
obtain. $3.35 each net; No. E9954, $5.35; No. 


Handles.—Single bit, 28-in., $7 per £9937, $5. Rome, $6.67 each net. 


doz. net; 30 in., $6.40; 32 in., $6.40 and 


Peart, aes Sew ee HOCKEY STICKS, PUCKS. 
Sticks.—Juvenile, $2 a doz., net: 
BOLTS AND NUTS. Boys’, $4; Junior, $6; Practice, $8; 
Bolts.—In full packages, machine, Senior, $12; Hand Made, $15; Spe- 
60 and 5 per cent discount; common cial Gold, $24. 
carriage, 60 and 5 per cent; stove Pucks.—Junior, 1 in., $1.20 a doz., 
bolts. 70 and 10 per eent; coach net; larger sizes, $2. 
screws, he 5 per cent; jane 
carriage, per cent; countersun 
Eagle, so per cent; countersunk ma- KITCHEN GOODS. 
chine, per cent : ‘ r . 
Nuts.—In full packages, semi-fin- _ lce Picks.Stanley, = ve Py 
ished, U.S.S. and S.A.E., 40 per cent a doz. ae; Perfect, No. aoe at $11 
discount; castellated, S.A.E., 40 per christ, No. 92, $1.12 a $1 &8 a. $11 
cent a gross; Truck’s slim, $1.58 a doz.; 
‘ Bridgeport automatic, $2 an assort- 
ment. 





CORN POPPERS 


Corn Poppers.—U. S. No. 1CR, one 
a $1.50 a doz. net; No. 3MB, 3- 
, $3.25; No. 4S, 4-qt., $3.75; Meteor, 
94: all wire, No. 682-6, $3, No. 684-7, 
$3. 35; Wellesley, extra heavy wire, 
No. 947, $3.68; No. 949, $7; electric, 





Egg Beaters.—Blue Whirl, medium, 
$8 a doz. net, large, $12; Taplin Mfg. 


Co., No. 44, $4; Ladd, No. 0, $4; 
No. 1X, $5.60; Edlund, $6. 


Egg Whip.—Standard makes, 54c. 
each net. 


Mixabeter.—No. E570, $16.65 each. 


Trade Activity Has Shown Little Change 


Some Price Reductions Are Effective 


. 


PICKERS. 

Fruit.—Peerless, No. 299, without 
wire-wound socket, $5.50 per doz. net; 
Perfect, No. 327, $5.50. 

POULTRY SUPPLIES. 


Incubators.—No. 40, $1.75 each net; 


Style E, No. 14, $11. fe No. 16, $19.25; 
No. 17, $25.73; No. $16.25; No. 2, 
$31.15; No. 3, $40.43; ‘No. 4, $47; No. 
5, $74. 90. 

Brooders.— Rite Heat, No. 103, 
$33.50 each list; No. 104, $37. 50. Blue 
Flame, No. 27/ $14.50; No. 28A, 
$16.50; No. 29 A, $18.50. Warm 
Climate, No. 80, $15.50; No. 81, $16.50 
Coal burners, No. 117, $15; No. 118, 
$17.50; No. 119, $22.50; No. 120, $26.50. 
Electric burners, No. 90, $14.50; No. 
91, $19.75; No. 92, $24.75. Discounts: 


From stock, 30 per cent; on direct 
factory shipments, less than car lots, 
35 per cent. 

Poultry Netting.—From stock, hex- 
agon, galvanized after weaving, 50 
and 10 per cent discount. Direct mill 
shipments, galvanized after weaving, 
50 and 60 per cent discount. 

Staples.—In car lots, $3.95 per cwt., 
f.o.b. mill, Pittsburgh; in lots of less 
than cars, $4.20; from store, $6 a 


keg net. 

Troughs, etc.—Feeding troughs, 
$1.20 to $4 a doz. net; feeders and 
fountains, 60c. to $3.67; drinking 
fountains, 114 qt., $6.50; 3-qt., $11.75; 
dry mash hoppers, 30c. to $6.67 each 
net; fountains, $2.80 to $40 a doz. 
net; mash feeders, $80; oat sprouters, 
$3.65 each net. 


Egg Crates.— New model, metal, 
capacity 11% doz., 84c. each net; 2 
doz., $1; 3 doz., $1.17; 4 doz., $1.34; 
6 doz., $1.67. 


Accessories.—Replace sections of 6, 
9c. each net; address cards, 2c. each. 

Waterglass.—In pint containers, 
$1.25 a doz. net; in quart containers, 
$1.85; in gallon containers, $6.50. 

Miscellaneous.—Hen’s nests, wire, 
No. 10, $1.58 a doz. net; No. 15, $2. 
Egg testers, $2 a doz. net. Nest 
eggs, $2.35 a gross net; lice resisting 
nest eggs, $4.33. Incubator thermom- 
eters, No. 5776, $5.40 a doz. net. 


PRESSES. 
Fruit.—Four —, 
6-qt., $4.25; 12-qt., $6. 
SAWS (WOOD) 
Saws.—Wood, Disston line, 
man, Champion tooth, No. 2, 
, $2.35 each net, 3% ft., 
* 4% ft., $3. 55; Ideal, 3 
» $1.50; Four Cutter, No. D110, 
* $3.80: a No. 196, 2 ft., 
$29, Bp ‘per doz.; 2% $30. Two- man 
crosscut, narrow, No. 286, 4% ft., 
$1.95 each, 5 ft., $2.20; 514 ft., $2.40; 
6 ft., $2. 60. , Beaver, hollow back, 
No. 494, 5 ft.> $5.40; 51% ft., $6. 
Saws.—Wood, Simonds line, Cres- 
cent ground, No. 13, 22, 133, 324 and 
325, 5 ft., $5.40, 5% ft., $6; 6 ft., $7. 
Saws. swe Atkins line, one man, 
$2.38 each net, 3% ft., 
"33 16; No. 392, 3 


$3.50 each net; 


one 


§ 4 5% ft., 
5% $6. 
a ‘Bucks.—Rigid, $4.50 a doz. net; 
folding, $4.60; folding, extra heavy, 
$5. 


SKIIS. 
rear ee 5 ft., $1.67 a pair net; 
5% ft.. $2: 6 $2. G7: G34. ft... Ss.k7 
7 ft., $3.84. Rh eae grained, 6 ag $3. 34: 
61% ft., $4.34; 7 ft., $5; 714 tt. $5.87: 
Tt; 


$2. 39; No. 8, S £t.; 


S$. Tt, $6. 34. 67c. 
87c.: 5 ft., ty ft., $1.34: 6 
$1. 60; 614 a "$1.87: 7 ft., $2.34. 

Poles, etc. — Poles, with rattan 
washer and iron points. 5 ft., 67e. 
each net: with wood washer and iron 
point, 414 ft., 34c. Straps, 27c. a 
pair. Harness, 


SNOWSHOES. 
Snowshoes.—Without slippers, 13 x 
48 in., $6.67 a pair net; 12 x 46 in., 
$6: 12 x 42 in., $6; 10 x 36 in., $4.34. 
Sandals.—Standard makes, men’s, 
$1 a pair net; women’s, 90c. 


$1.75 a pair. 
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PITTSBURGH: 


(Pittsburgh office of HARDWARE AGE) 
PittspurGH, Sept. 23. 


HE hardware business in this 
district continues to show some 
signs of improvement. A few 


jobbers are still disappointed with the 
volume of orders received thus far in 
September, but the month promises to 
show a comfortable margain over 
August, and in some cases will com- 
pare favorably with September of a 
year ago. It is also possible that a 
heavier demand for cold weather items 
may develop yet in the month which 
will add considerable to the aggregate 
business placed. Weather conditions 
in the last few days have served as a 
deterrent to buying of fall and winter 
goods. 


SEASONAL ACTIVITY 


The market is still featured by a de- 
mand for firearms and loaded shells, 
which generally seems to be equal, if 
not better, than last year. Another 
favorable factor in the ammunition sit- 
uation is the comparative stability of 
prices, which seems likely to continue 
during the season. Jobbers are main- 
taining quotations in this district, and 
reports of shading are not so cumunon 
from other territories. Hunting cloth- 
ing is also in good demand, as are 
sporting goods in the football line. The 
opening of school has also developed 
some belated demand for baseball goods, 
and roller skates are more active. Coal 
hods and shovels, ventilators, stoves and 
kindred items are only just beginning to 
move, but jobbers are covering the trade 
aggressively and salesmen are succeed- 
ing in bringing out some orders. How- 
ever, there is still a tendency on the 
part of retailers to order from hand to 
mouth, and most of them expect excep- 


tionally quick delivery from their 
sources of supply. For this reason job- 
bers are forced to carry somewhat 


larger stocks of some lines than they 
might ordinarily wish at this time, as 
dealers expect immediate delivery on 
nearly all items ordered. 


PRICE REVISIONS 


Price changes during the week have 
not been numerous, although last year’s 
quotations have been reaffirmed in a 
number of instances. The Continental 
Screen Co. has announced its quotations 
on ventilators for the 1931 season, and 
other lines are expected to be un- 
changed. New quotations on Buckeye 
brooders, which are slightly lower, are 
announced by jobbers as follows: No. 
103, $29.50; No. 104, $33; No. 117, $15; 
No. 118, $17.50; No. 119, $22.50; No 








AT A GLANCE 


Business in the Pittsburgh 
district continues to show some 
signs of improvement. Whole- 
sale sales, in some instances, 
will compare favorably with 
September of a year ago. 

* *k &* 

Firearms and loaded shells 
are in good demand. Hunting 
clothing, sporting goods and 
football equipment are also 
active. Stove goods are be- 
ginning to move. 

* * & 

Recent price changes have 
not been numerous. Last 
year’s quotations have been 
reaffirmed in a number of in- 
stances. Some price revisions 
are effective in painting mate- 
rials. 

* * & 

A slight seasonal improve- 
ment is noted in the local steel 
industry. The coal and coke 
industry is marking time. 
Builders’ hardware is in some- 
what better demand. Collec- 
tions are generally slow. 











120, $26.50; No. 27A, $14.50; No. 28, 
$17; No. 29A, $18.50; No. 80, $15.50; 
No. 81, $16.50, all each. A slight re- 
duction in ready mixed paints has been 
announced by ldécal manufacturers. Lin- 
seed oil has also declined again, and is 
now quoted at 12%c. per Ib. in barrel 
lots. Turpentine has advanced to 58c. 
per gal. in barrel lots. Further declines 
in the primary market on copper have 
not been reflected in quotations of goods 
into the manufacture of which copper 
and brass enter, but downward revi- 
sions are expected before the end of the 
year. Manufacturers apparently were 
well stocked with raw materials bought 
at higher figures, and declines have been 
slow in coming out. 


NAILS AND SIGNS 


Jobbers have made no change in the 
price of nails. although manufacturers’ 
quotations have eased off 5c. a keg since 
the first of the month. Quotations on 
bolts, nuts and rivets are well main- 
tained in spite of very light demand. A 
new line of enameled steel signs cover- 
ing a wide range of use in renting, sell- 
ing, etc., is moving rather well from 
local jobbers’ stocks. These signs are 














Imp rovement Continues to Be Noted 


Fev. Price Changes Have Been Made 


| priced at $1.75 per doz. to jobbers, and 
| retail for 25c. each. 


STEEL INDUSTRY 


Restricted seasonable improvement is 


| more pronounced in .the local steel in- 
| dustry although this business is not yet 


reflected to any marked extent in mill 
operations. Steel ingot production in 
the district is still holding at about 55 
per cent of capacity, and curtailment in 
blast furnace production continues. The 
latter tendency is to be expected in view 
of the very light requirements for pig 
iron during July and August. Im- 
proved orders for steel products are 
most noticeable in sheets, strip steel, 
tin plate and structural shapes. It is 
significant that the automobile industry 
is contributing very little to the aug- 
mented demand and promises not much 
increase in activity during October. 
Heavy sheet demand is coming from 
makers of steel barrels and drums, en- 
ameled ware, office equipment, radios, 
and a number of other diversified lines. 
Sales to jobbers are also heavier, and 
for the first time in several months dis- 
tributers seem willing to place orders 
for future delivery. A number of buy- 
ers are anxious to cover their require- 
ments over even longer periods of time, 
all of which indicates that steel consum- 
ers seem to feel that prices have reached 
bottom, and an upward movement is im- 
minent. The scrap market is holding 
at recent advanced levels, and buyers of 
pig iron are showing more interest in 
their future requirements. A non-in- 
tegrated steel maker is seeking prices 
on 10,000 tons of basic iron, which is 
the largest open inquiry reported in a 
number of months. 


OTHER FACTORS 


The coal and coke industry is mark- 
ing time in anticipation of colder 
weather. Building construction in the 
district shows no appreciable change, 
although considerable remodeling and 
renovating is going on. This has de- 
veloped a slightly heavier demand for 
builders’ hardware, but that line is still 
far from active. 

The credit situation could hardly be 
expected to show improvement and is of 
rather serious concern to hardware 
jobbers. In some cases it has been nec- 
essary to refuse further extensions of 
credit to dealers, and this factor is un- 
doubtedly serving as a deterrent to new 
buying. Collections are slow through- 
out the district, and the unemployment 
figures do not offer much encourage- 
ment over the remainder of the year. 
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NEW YORK: 


NSEASONABLY warm weath- 

er has retarded the current de- 

mand for hardware in the Met- 
ropolitan market. Despite this unfav- 
orable factor, business during the past 
week, has shown a slight improvement. 
Some wholesalers assert that September 
sales totals will exceed those of a year 
ago, while others report that their sales 
volume for the month is running be- 
hind the corresponding month of 1929. 
Wholesaler’s dealing principally in 
housefurnishings declare that Septem- 
ber trgde has exceeded expectations. 
This is attributed to the best demand 
for canning supplies that has prevailed 
since the war. The call for glass fruit 
jars has been so heavy that shortages 
exist. The fruit crop large and it ap- 
pears that housewives who discontinued 
home canning in the prosperous period 
since the war, again resumed the prac- 
tise for economical reasons. The cold- 
pack method is most popular, although 
equipment for hot-pack canning has 
also been unusually active. 


SENTIMENT STILL HEALTHY 


Sentiment in the trade continues in 
a more optimistic vein than in some 
time past. Although no marked im- 
provement is anticipated in the near 
future, the opinion is general that a 
gradual increase in activity can be ex- 
pected during the balance of the year. 
A few days of cold weather would do 
much to stimulate business in Fall lines. 
Dealers are buying a wider variety of 
merchandise than for several months, 
although orders for the most part, are 
of moderate size. Very little advance 
buying is being done by most stores. 
Orders, in the main, involve the type of 
goods now enjoying the consumer de- 
mand. Some future orders are being 
placed for toys, cutlery, wheeled goods 
and similar items for the holiday trade. 
It appears that a continuation of the 
policy of purchasing only immediate 
needs may result in shortages or de- 
layed deliveries, when the goods are 
badly wanted. Jobbers have recently 
“found it impossible to get “spot” de- 
livery from manufacturer's of certain 
staple lines. This is said to be due to 
the fact that it has been almost impos- 
sible for manufacturer’s to accurately 
gage production with the varying de- 
mand. Deliveries are being made on 
some types of winter merchandise, or- 
ders for which were booked during the 
summer. 





AT A GLANCE 


Business during the past 
week, has shown a. slight 
improvement. Unseasonably 
warm weather is an adverse 
factor. Colder days are 
needed to stimulate the call 
for Fall goods. 


* * & 
Sentiment continues in a 
more optimistic vein. Steady 


improvement in trade activity 
is expected for the balance of 
the year. Some _ shortages 
have developed, as jobbers are 
finding it impossible to get 
“spot” delivery of certain 
staple lines. 
* % # 

Housefurnishings are quite 
active. Canning supplies, pre- 
serving equipment, wooden- 
ware, fireplace fixtures, elec- 
trical appliances, incandescent 
lamps, and some Fall items are 
in excellent demand. 


* * & 

Raw copper prices have 
reached a new low level. 
Prices are steady, in the 
main, although concessions 


are being offered in a few 
staple lines, in an effort to 
secure business.. The credit 
situation is considered satisfac- 
tory. 

















ACTIVE MERCHANDISE 


Housewares, in general, are probably 
more active than any major hardware 
line at present. Fruit presses, grape 
crushers, preserving equipment, can- 
ning and bottling supplies and related 
items are exceptionally active. How- 
ever, it is said that the next ten days 
will see the demand for this class of 
goods start to taper off. Woodenware is 
in good demand. Fireplace fixtures are 
moving in a brisker manner than at the 
same time a year ago. Electrical ap- 
pliances and incandescent lamps ‘are 
moving in a lively fashion. The de- 
mand for shelf hardware, heavy hard- 
ware, and buiider’s hardware is only 
moderate. Popular priced wood work- 
ing tools are in better demand and the 
call for metal working tools has been 
well maintained. Painting supplies are 
quite active. Prepared roofing, lawn 
rakes and rubbish burners are also 
prominent on current orders. 


Seasonal Demand Is Slightly Better— 
¢ Unseasonable Weather Is Adverse Factor 


CONSTRUCTION 


Contracts for new construction in the 
Metropolitan area, during the period 
from Sept. 2 to 12 totaled $28,704,000, 
or $2,870,400 per business day, accord- 
ing to the F. W. Dodge Corporation. 

Residential building during the first 
ten business days of this month totaled 
$13,320,300 and was 46 per cent of all 
construction, which is said to be a rela- 
tionship more approximating normal 
conditions than has obtained for many 
months. Nonresidential building con- 
tracts during the same period totaled 
$10,544,100, and public works and util- 
ity items aggregated $4,839,600. 

Of the non-residential total, commer- 
cial buildings amounted to $4,267,000, 
industrial plants aggregated $3,092,000 
and hospitals and institutions amounted 
to $1,070,700. All other non-residential 
building undertaken in this period 
totaled $2,114,400. 


COPPER AT NEW LOW 


The domestic price of copper was re- 
duced during the past week from 11 to 
10% cents a pound. The new prices, 
the lowest in thirty years, compare with 
18 cents in effect from April, 1929, to 
April, 1930, when the decline began. 
The American Brass Company con- 
trolled by the Anaconda Copper Mining 
Company, announced a reduction of 
Ye. per |b. in all brass and copper prod- 





ucts, including scrap and_ seamless 
tubes. Manufactured articles of high 


copper content, of the type sold through 
hardware channels are not expected to 
reflect the reduction for sometime. 


PRICE TENDENCY 

Price revisions becoming effective re- 
cently were of minor importance. Man- 
ufacturer’s of steel goods have issued 
prices for the 1931 season and few if 
any changes have been made from the 
figures in effect for the past season. 
Some shading of quotations is apparent 
in certain staple and standard lines. 


THE CREDIT SITUATION 


Wholesalers declare that collections 
have held up remarkably well, consider- 
ing present conditions. Dealers in the 
past few months have given closer at- 
tention to granting credit and in col- 
lecting outstanding accounts. Whole- 
salers have been conservative, keeping 
closer tab on store accounts. The re- 
sult has been that few failures, relative- 
ly speaking, have occurred in the hard- 
| ware field, in comparison to theefatali- 
| ties of other types of retail stores. 
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New York PAINT MATERIALS MARKET 


New York, Sept. 23.—An encouraging expansion of 
activity in the demand for paint materials has been noted 
within the past few days. Despite the unfavorable posi- 
tion of the paint industry this year, as compared to last, 
the trade generally expects widened activity due to the 
greatly depleted stocks, which have resulted from re- 
stricted buying. 

Linseed oil buying has been on a larger scale recently. 
Linoleum and paint manufacturers are displaying keener 
interest. 

Prices are unchanged and fewer concessions for orders 
involving large lots are being reported. 


LINSEED OIL 
PURE LINSEED OIt. 
Per Pound 


11.4c. 


in Sots er Dees CO BG DNS. go ok rc Sti b cee 
11.0c. 


ee ee re ere 


WHITE LEAD 
WHITE LEAD AND OXIDES. 


White lead in oil, heavy or soft paste, 100 Ib. kegs, 13%c.; 50 
and 25 lb. kegs, 14c.; 12% lb. kegs, 14%c.; 5 Ib. cans, 16%c.; 
1 Ib. cans, 18%c.; 5 Ib. cans packed 50 or 100 Ibs. to case; 1 Ib. 
cans packed 25, 50 or 100 Ibs. to case. 

The following discounts are granted on quantity orders for de- 
livery at one time; 5600 Ib. lots, 10 per cent; 2000 Ib. lots, 10 
per cent and 6 per cent; 10,000 Ib. lots, 10 per cent, 10 per cent 
and 3 per cent; carload lots, 10 per cent, 10 per cent and 4 per 
cent. 

DRY WHITE LEAD. 

Dry white lead, 100 Ib. kegs, 13%c.; 25 and 50 lb. kegs, 14c.; 

12% Ib. kegs, 14%c. 


WHITE LEAD PUTTY 


White lead putty, 1 Ib. cans, 10c. per Ib.; 12% Ib. cans, 8c. 
per Ib.; 25 Ib. cans, 8c. per Ib.; 120 lb. (approximate) tubs, 7c. 


per Ib. 


COMMERCIAL PUTTY 


1 Ib. cans, 6c. per Ib.; 2 Ib. cans, 5%c. per Ib.; 5 Ib. cans, 4%C. 
per Ib.; 12% Ib. cans, 4%c. per Ib.; 25 Ib. cans, 4c. per Ib.; 100 


to 120 Ib. tubs, 3c. per Ib. 


DRY COLORS 


COMMERCIAL LAMP BLACK. 
In 50 Ib. cases, 1 lb. packages, 16c. per Ib.; % Ib. packages, 22c. 
per lb.; % Ib. packages, 30c. per lb. Assorted sizes, 22c. per Ib. 


GERMANTOWN LAMP BLACK. 
In 50 lb. cases, 1 Ib. packages, 25c. per Ib.; % Ib. packages, 
— per Ilb.; % Ib. packages, 40c. per Ib. Assorted sizes, 32c. per 


VARIEGATED COLORS 

Dry colors in barrels varying from 300 to 350 lbs. Prices per 
pound: Prince’s metallic, 3c.; American raw and burnt umber, 
544c.; Italian raw and burnt sienna, 10c.; turkey raw and burnt 
umber, 6c.; American raw and burnt sienna, 5%c.; Van Dyke 
brown, 9c.; chrome green, l.m. or dark, 15c.; American venetian 
red, 3c.; Indian red, 15c.; turkey red, 35c.; American vermilion, 
35c.; American yellow ochre, 2c.; imported French ochre, 6%4c.; 
golden ochre, 6c.; chrome yellow, I.m. or dark, 15c.; Duta paint, 
lic.; extra gilder’s whiting, 7%c.; ultramarine blue, 28 Ib. boxes, 
from llc. to 9c. per Ib. 


SIZING GLUES 


White kalsomine glue, flakes, 30c. per Ib.; pure hide joint glue, 
ground or flakes, 25c, per Ib.; South American sheep glue, 110 Ib. 
bags, 15c. per lb.; German sheep glue, 110 Ib. bags, 18c. per Ib. 


MISCELLANEOUS MATERIALS 


Oxalic acid, in barrels, 14c. per lb.; Italian ground pumice 
stone, in barrels, 3c. per lb.; C. P. aluminum bronze, 1 Ib. cans, 
75c. per can; pale gold bronze, 1 Ib. cans, 65c. per can; copper 
bronze, 1 lb. cans, $1 per can; cotton waste, 50 Ib. bales, 14c. to 
15ce. per Ib.; alcohol, C. D. No. 5, in steel drums, 48c. per gal.; 
steel drums are charged at $6 each, which is refunded when 
drums are returned. Spirits turpentine, 51c. per gal. 


SHELLAC 


T. N. Grade, 164 Ib. bags, 24c. per Ib.; Vac-Dry, bleached, 250 
Ib. barrels, 30c. per Ib.; Orange, 164 Ib. bags, 25c., 27c. and 34c. 
per Ilb., according to grade; 5 lb. Pure White Shellac, 50 gal. 
barrels, $1.70 per gal.; 5 Ib. Pure Orange Shellac, 50 gal. barrels, 
$1.40 per gal.; 4% lb. Pure White Shellac, 50 gal. barrels, $1.65 
per gal.; 4% lb. Pure Orange Shellac, 50 gal. barrels, $1.35 per 
gal.; 4 Ib. Pure White Shellac, 50 gal. barrels, $1.55 per gal.; 
4 Ib. Pure Orange Shellac, 50 gal. barrels, $1.25 per gal. 





Train-In-Action-Display 


This merchandising service to enable the 
dealer to correctly display modern trains and 
train equipment in a natural setting, is of- 
fered by the American Flyer Mfg. Co., 2219 
S. Haisted St., Chicago, Ill. The display and 
merchandise is being distributed through the 
company’s wholesale distributors. In the set- 
ting is the No. 212 trestle bridge, a reproduc- 
tion of a bridge used on perhaps 75 per cent 
of the places needing bridges on American 
railroads. Automatic train controlling sema- 
phore, No. 2043, and electrically operated 
crossing gate No. 2042, with danger light in 
operation are shown. On the trestle bridge is 
a steam type locomotive passenger train, with 
enamel cars and at the base is the new die 
cast St. Paul low swung, high speed, stream 
line locomotive, with hand reverse mounted on 
cab roof. There is an illustration of a train 
drawn to scale, with rhinestone glistening 
imitation headlight. Airplane painted over- 





head has green and red rhinestone light markers, which are particu- 
larly effective at night. 
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C| N N ATl . Better Undertone Has Developed 
Cl N e Prices Are Steady and Unchanged 


(Cincinnati office of HARDWARE AGE) 
CINCINNATI, Sept. 23.—While the district hardware market is far 
from being in excellent condition, a slight increase in the number 
of orders in the last two weeks has brought about a better under- 
tone. Dealers indicate that consumers have entered in greater num- 
ber and in many instances for larger amounts of merchandise than 
heretofore. The continued listlessness of the market has made 


jobbers conservative in their estimates of any uptrend in demand. 


and they accordingly indicate that the present improvement may 
only be the result of usual seasonal influences. 

The most encouraging feature, however, of current demand is 
the apparent tendency of consumers to anticipate their demand to a 
greater extent than heretofore. In fact, jobbers have noticed a defi- 
nite interest on the part of consumers in future business. The most 
prominent of future items is alcohol and anti-freeze mixtures. De- 
natured alcohol particularly is showing a good demand and present 
orders eclipse the total business of a year ago. Everready Prestone 
is also showing improvement and jobbers anticipate a decided in- 
crease in the movement of this item this year. 

The credit situation is still in an unsatisfactory condition. The 
trade indicates that collections are very slow and debtors are handi- 
capped by lack of ready money. 

Industrial employment continues to decline and figures available 
indicate that very little improvement, if any, may be expected for 
some time to come. Some manufacturers are operating only two 
weeks in the month, while others are alternating shifts or reducing 
the working week to alleviate the situation as much as possible. 

Prices are steady and the trade is not attempting any artificial 
stimulation of demand by reducing quotations. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
DEALERS, F.O.B. CINCINNATI. 


ANTENNA SUPPLIES. ICE SKATES. 
<i foot coils, 41c.; 75-foot coils, Winslow, No. 38, $1.60 a pair; No. 
e : , , : 38%, $1.50 a pair. 
orcelain insulators, 2%4c. 
Glass insulators, 5c. a LADDERS. 
Lightning arresters, 17c. Extension, 20 foot, $5.75 each; 24 
Ground rods, 30c. foot, $7.00 each; 26 foot, eg each; 
7 28 foot, $8.15 each; 30 foot, .75 
BUILDERS’ HARDWARE. each; 32 foot, $9.35 each; 34 foot, 


$11.00 each; 36 foot, $11.60 each; 40 


Sash Weights.—Sash weights, $1.90 
. . foot, $13.00 each. 


er 100. 
4 Inside Sets.— Square bevel inside Extension, with windlass, 28 foot, 
sets in case lots, $3.75 per doz. $9.35 each; 30 foot, $10.00 each; 32 
Butts.—3%4 in. old copper and dull foot, $10.60 each; 34 foot, $12.25 each; 
brass butts, 15c. per pair in case 36 foot, $13.00 each; 38 foot, $13.65 
lots; sand blast, brass finished butts, each; 40 foot, $14.35 each. 
19¢c. per pair in case lots. 
LANTERNS. 
ALCOHOL AND ANTI-FREEZE. Dietz line, Monarch No.~0, $8.00 a 
doz.; Ruby Globe, $10.00 a _  doz.; 


a denatured Alcohol. — 52 gallon | Got. TYtbo Gass; Latte Wissrd 
49c. a gal.; 10 drum lots, 48c. a gal. $8.50 a doz.; Little Giant, $11.00 a 
Prices subject to charge of $6.00 for doz.; Blizzard, No. 2, $13.00 a doz. 


each drum, to be rebated upon re- 

turn of drum in good condition. 1 NAILS. 

gallon cans, 66c. a gal.; in case lots . 

nd ey ‘en a gal.; in 10 case Common wire nails, $2.60 per keg. 
ots. 64c. a gal. 

Eveready Prestone. — In gallon PAINT SUPPLIES. a 
lots, $3.80 a gal.; in case lots, $3.60 Ready mixed house paints, $2.75 
a gal. per gal.; linseed oil, single barrels, 

ae per ee Fee 

rel lots, 48c. per gal.; white and re 

ae FANS. lead in’ 500 Ib. kegs, 13%c. per Ib., 
* —~" Pe ns. —. —_,. ats less 10 per cent. 

Yo. 2951 1 each, list; No. 11 
$14. 00 ont list a 10512, Ag 00 ROLLER SKATES. 
each list; No. 1251 7.00 each, list; Ball bearing, girls and juveniles, 
No. 16512, $35.00 each, list; No. 3160, $1.32 pair; boys, $1.41 pair; cheaper 
$29.50 each, list. These prices are grade, 77c. pair. 
subject to discounts of 30 and 5 per : 
cent. ROOFING. 

: K slate, 85-lb., $1.75; light, $1.00; 
FIRE SHOVELS. medium, $1.35; heavy, $1.6 

No. 80, 52c. each; No. 54, 75c. each; Competition grade, Lsht, "85e.; me- 

No. 56, 85c. each. dium, $1.00; heavy, $1.2 





Neverbreak, 16-in., $4.75. Rosin sheeting, $45.00 : ton. 





RADIO BATTERIES. 

B batteries, No. 2308, $1.88 autece: 
full units, $1.75 apiece. No. 10308, 
$2.81 apiece; full units, $2.63 sglace. 
No. 21308, $3.20 apiece; full units, 
$2.97 apiece. 

C batteries, 30c.; 10 units, 28c. 

A batteries, 40c.; 25 units, 35%c. 


RADIO TUBES. 
NX 112A, $2.25; NX 171A, $2. 325; 


$2.00; NX 250, $11.00; "NX 280, $1.90: 
NX 281, $7.25. 

The prices are subject to discounts 
of 40 and 10 per cent. 


RUBBISH BURNERS. 
No. 1, $8.00 a doz.; No. 2, $11.00 
a doz.; No. 3, $13.20 a doz. 


SCREWS. 
Flat head bright screws, 50, 10, and 
10 off list; flat head blued screws, 50, 
10 and 5 off list; round head blued 
screws, 50 and 10 off list; round head 
brass screws, 40 and 5 off list; bright 
wire goods, 85, 20 and 5 off list. 


SLEDS. 
Fleetwing, No. 96, $12.35 a doz.; 
No. 100, $16.90 a doz.; No. 200, $18.40 
a doz.; No. 210, $22.40 a doz.; No. 220, 
$24.80 a doz. 
Flexible Flyers, 30 per cent off list. 


STOVE BOARDS. 
Paper timed, 24 x 24, $7.00 a doz, 
Wood lined, 24 x 24, $11.65 q doz. 
Mahogany wood lined, 28 x 28, 
$16.00 a doz. 
Walnut wood lined, 28 x 28, $16.00 
a doz. 


STOVE PIPE. 

Security, blue, 28 gage, 6-in., $14.00 
per 100 joints; 26 gage, 6-in., $16.50 
= 100 joints; polished, 28 gage, 

-in., $20.00 per 100 joints. 

Elbows, blue, 28 gage, 6-in., $1.50 
a doz.; polished, 28 gage, 6-in., $2.25 
a doz. 


STEPLADDERS. 

Best grade, 5 foot, $2.55 each; 6 
foot, $3.00 each; 7 foot, $3.55 each; 8 
foot, $4.05 each; 10 foot, $5.05 each; 
12 foot, $6.65 each. 

Competition grade, 3 foot, 5lc. 
each; 4 foot, 68c. each; 5 foot, 85c. 
each; 6 foot, $1.00 each; 7 foot, $1.55 
each; 8 foot, $1.75 each. 


TRELLIS WIRE 
22 in., $3.95 a hundred feet. 


VACUUM BOTTLES. 
Competition grade, 1 pint, 638c. 
each; 1 quart, $1.20 each. 
High grade, 1 pint, $1.00 each; 1 
quart, $2.00 each. 
Nickel plated, 1 pint, $1.75 each; 
1 quart, $2.50 each. 


VENTILATORS. 

Diamond E, No. 02, $4.00 a doz.; 
No. 2, $4.80 a doz.; No. 3, $5.60 a 
doz.; No. 4, $6.80 a doz. 

Deflectair, No. 87, $3.00 a doz.; No. 
117, $4.50 a doz. 

“Continental be ag Frame Cloth 
Ventilators” — V-836, $2.00; V-923, 
$2.00; V-937, $2.20: V-949, $3.75: 
V-959, $4.40; V-1537, $3.45; V-1549, 
$5.00 per doz. net. 

“Continental Metal Frame Cloth 
Ventilators’’—No. 833, $2.50; No. 837, 
$2.80; No. 845, $3.75; No. 1137, $3.45; 
No. 1145, $4.46; No. $1437, $5.00; No. 
1445, $5.60 per "doz. net 

The company will “allow actual 
freight up to 50c. per 100 Ib. on ship- 
ments of six dozen or larger. 


WEATHERSTRIP. 

Wood and rubber, No. 1, $17.00 per 
1000 feet; No. 1%, $19.00 per 1000 
feet; No. 2, $24.00 per 1000 feet; 
No. 4, $13.50 per 1000 feet; No. 7, 
$40.25 per 1000 feet. 

Wood and felt, No. 70 and 71, 
$18.00 per 1000 feet: No. 71%, $25.25 
~ 1000 feet; No. 75, $41.25 per 1000 


eet. 
Nu Strip, $16.50 per 1000 feet. 
Dust Strip, $28.00 per 1000 feet. 
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Hardware Jobbers 
Who 
Handle Hankscraft 
A ppliances 
McGowan Lyons Hdwe. & Sup. Co., 


Mobile, Ala. 


Moore Handley Hdwe. Co., 
Birmingham, Ala. 


American Wholesale Hdwe. Co., 
Long Beach, Cal. 


Baker, Hamilton Pacific Co., 
San Francisco, Cal. 


California Hdwe. Company, 
Los Angeles, Cal. 


Union Hdwe. and Metal Co., 
Los Angeles, Cal. 


Beck and Gregg, 
Atlanta, Ga. 


Knapp Spencer, 
Sioux City, lowa 


Brown Camp Hdwe. Co., 
Des Moines, towa 


Belknap Hdwe. Co., 
Louisville, Ky. 


Woodward Wight and Co., 
451 Howard St., 
New Orleans, La. 


Kelly, How, Thompson, 
Duluth, Minn. 
Marshall Wells Ce., 


Duluth, Minn. 
Portland, Oregon 


Burons & Black Hdwe. Co., 
Syracuse, New York 
Masback Hdwe. Company, 
New York City, N. Y. 
W. Bingham Company, 
Cleveland, Ohio 
Geo. Worthington, 
Cleveland, Ohio 
Honeyman Hdwe. Company, 
Portland, Oregon 
Logan-Gregg Hdwe. Co., 
Pittsburgh, Pa. 
Supplee-Biddle Hdwe. Co., 
Philadelphia. Pa. 
Welliver Hdwe. Company, 
Danville, Pa. 
Findlater Hdwe. Co., 
San Angelo, Tex. 
Monson Donegan Ryan, 
El Paso, Tex. 


Norton Hdwe. Co., 
Fair Haven, Vermont 


Morse Hdwe. Co., 
Bellingham, Wash. 


Seattle Hardware Co., 
Seattle, Washington 








cen scenes oe 











Display Hankscraft Appliances 


for greater 


Fall Sales 
Backed by Powerful 
National Advertising 


All Hankscraft appliances are 
featured in national adver- 
tising now appearing in Sat- 
urday Evening Post, Good 
Housekeeping, Ladies’ Home 
Journal, Delineator and Par- 
ents’ Magazine. Tie in with 
window and interior displays. 


Prices Slightly Higher West of Rockies 


Fhe HANKSCRAFT (Company 












































The EGG 
COOKER 


is due for another big 
gift season. This at- 
tractive automatic ap- 
pliance cookseggsright 
at the table, every one 
done just right. 4 egg 
capacity. Base and 
top cup come in green, 
yellow and blue. Re- 
tails for $5.50. 


The 
BOTTLE 
WARMER 


brings baby’s bottle co 
exactly right tempera- 
ture in a few moments. 
Efficient and time- 
saving. Retails for $5. 


The FOOD 
COOKER 


quickly prepares re- 
cipes in a new clever 
manner. Every feature 
automatic. Retails for 
$14.75. 


The EGG 
SERVICE 


Hankscraft Egg 
Cooker, 4 egg cups and 
enameled brass tray, 
all finished in attrac- 
tive green shade. Re- 
tails for $11.50. 


ha 













MADISON 
WISCONSIN 








‘ 
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CHICAGO: 


(Chicago office of HarpwaREe AcE) 
Cuicaco, Sept. 23. 


PORTING goods continue to form 
S the chief factor in hardware vol- 

ume. Arms and ammunition are 
going out to dealers at a lively rate. 
The opening of school,-too, has stim- 
ulated business to some _ degree. 
Staples and the higher priced special- 
ties, however, are so far off as to re- 
duce relative volume. Jobbers and 
their salesmen are driving hard for 
trade in the face of a credit situation 
that is beginning to constitute a prob- 
lem. On the other hand, conditions 
in the better agricultural sections, 
notably Iowa and the western part of 
the Great Plains, are so much brighter 
than expected that they tend to stiffen 
the general sales curve. Most market 
figures are thought to be “dragging 
the bottom;” nevertheless, predictions 
of improvement, though cautious, are 
persistent. 


BUILDING GAINS 


Building in the Chicago area shows 
a slight improvement. In August 
seven suburbs were ahead of both the 
preceding month and the same month 
last year. Figures covering 45 subur- 
ban communities registered a total 
construction volume of $3,198,150 for 
August as compared with $3,164,658 
for July and $5,092,117 for August, 
1929. Nineteen of these suburbs 
showed current gains. Contractors re- 
port a stir of interest in September, 
which, they hope, may lead to definitely 
better conditions. 


VACUUM CLEANERS 


Little change is to be seen in the 
schedule of prices on vacuum cleaners 
as compared with those ruling last 
year. On the quality cleaners the 
hardware merchant is able to compete 
on fairly even terms with the direct- 
sellers; on cheaper units, however, the 
competition is considerably stiffer, with 
close margins governing the situation. 
High-grade electrical appliances have 
suffered a good deal from the flood of 
so-called popular priced sellers, but 
makers of nationally advertised lines 
are coming out with second-choice ap- 
pliances which put them in a more 
advantageous position in this respect, 
although the damage done to the qual- 
ity business has undoubtedly been 
hurtful. Some of the new competitive 
appliances offered by the better manu- 
facturers have plenty of electrical 
merit, it is said, although not finished 
expensively. Other makers, less par- 
ticular as to their reputation, are put- 





AT A GLANCE 


Sporting goods are the chief 
factor in the present hardware 
volume. Staple lines are 
rather dull. Collections are 
beginning to constitute a prob- 
lem. 

* % % 

Agricultural prospects are 
brighter than was expected. 
Further major price reductions 
appear unlikely. Building in 
the Chicago area has increased 
slightly. 

* & * 

Electrical appliances are ac- 
tive. Holiday goods are be- 
ing purchased. Toys and 
wheeled goods are creating in- 
terest. Hunting clothes and 
dog goods are in excellent 
demand. 

* 8 # 

Housewares are moving in 
better volume. Food choppers 
and fruit presses are in active 
demand. Low-priced choppers 
are being offered to retail as 
specials for a dollar or less. 














ting out goods palpably inferior in both 
grade and finish. 


STAPLE GOODS 


Few alterations of consequence are, 


to be noted in either the styles or sizes 
of auger bits now offered. Prices 
align with those of last year and busi- 
ness continues quiet. Dealers’ assort- 
ments of bolts, nuts and washers are 
selling in fair volume which, however, 
shows no considerable increase. Some 
sections of the trade prefer quality in 
this line, as manifested in modern ma- 
chining and packaging, but a large 
proportion of the demand appears to 
be ruled by price alone. Within the 
last year bolts, nuts and washers have 
declined about 10 per cent; present 
figures are still somewhat higher than 
pre-war. 


HOLIDAY GOODS 


Both wholesalers and retailers are 
beginning to plan for the holiday trade 
ahead, although, strictly speaking, it is 
not all confined to the holidays. Toys 
and wheel goods are edging back into 
the hardware picture, although some 
dealers are selling them the year round. 
The average retail investment for 
small stores in such stock is around 





Sporting Goods Demand Is Excellent— 
Collections Constitute a Problem 


$500 or $750. Fall and winter sport- 
ing goods are again entering into the 
hardware calculation. Among the 
novel offerings for fall is a new valve 
bladder football to retail at $2.50 
which has not been offered before at 
less than $4,-resale. There is no pros- 
pect of price changes on ice skates. 
Rink roller skates are proving profit- 
able to some dealers who stock stand- 
ard lines in well assorted sizes. A 
few dealers are stimulating interest by 
working up local rink contests. 


HUNTING EQUIPMENT 


Hunting apparel, dog goods and 
raincoats, all good fall lines in the 
hardware trade, are showing signs of 
increasing importance, largely because 
of the determination of so many deal- 
ers to make every possible effort to 
get maximum volume. There is still 
plenty of money in the country and 
people who are proud of their dogs, 
for instance, are just as proud of them 
now as ever and just as willing to buy 
dog goods at the hardware store. 


HOUSEWARES ACTIVE 


“Club” and “premium” methods of 
selling china and glassware appear to 
be on the wane and, by the same token, 
these lines are gaining popularity with 
the hardware merchants. As cooler 
weather approaches, orders and in- 
quiries are becoming somewhat more 
numerous. Heavier gages and better 
finishes of aluminum ware are in 
growing demand and leading dealers 
report good response to their merchan- 
dising efforts with such house furnish- 
ings. Though there has been no gen- 
eral decline in aluminum ware, 
especially in the quality grades, prices 
on percolators and tea kettles in the 
lighter gages are highly competitive 
and lower than formerly. Present 
prices seem fairly well stabilized for 
the fall season. 


CHOPPERS AND PRESSES 


Food and meat choppers continue 
without price changes, although hard- 
ware buyers here observe a tendency 
for the trade to decrease. Low-priced 
choppers retailing at a dollar or less 
are offered as specials with increasing 
frequency to the detriment of the de- 
mand for the better grades. Manu- 
facturers have succeeded to a fair de- 
gree in simplifying the choppers now 
on the market and the slow sellers have 
been pretty well eliminated. Cider and 
beverage presses in general are ex- 
pected to show a normal volume, with 
little price change. 
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THREE DEFINITELY 
SUPERIOR HEATERS shat: 


will double your sales | 


M?A2E by Majestic—the pioneer for sixteen years in build- 
ing Reflector Heaters that give you a clear profit on 
every sale. Majestics stay sold. In comparison with any other 
heater of equal or slightly higher price, your customers will 
select a Majestic. Because each model of Majestic looks the 
. superior heater that it is. Read the definite reasons why Majestic 
Heaters out-sell and out-perform. ... Your wholesaler can supply 
you. Mail the coupon below and we will send you complete in- 


formation. And remember— 

All Majestic Heaters are 
fully approved by the Na- 
tional Board of Fire Under- 
writers. 


Majestic Mogul 81 
Retail Price $11.00 
Exclusive double shell construction, 


insuring a cool back and handle. The - 


patented two-piece element assembly 
with Mogul-type socket and base oper- 
ates at a higher temperature— 
indefinitely—because of the increased 
resistance factor made possible by this 
type of construction. 10% to 15% more 
effective warmth. Smaller element sur- 
face reduces convection currents about 
3344%, proportionately increasing 
useful radiation. The most efficient re- 
flector heater ever made. DeLuxe in 
every respect, 1,000 watts, 110 volts, 
Florentine bronze, chromium-plated 12- 
inch reflector, 8-foot cord and plug. 

















YOUR CUSTOMERS WILL BUY MAJESTIC 
REFLECTOR HEATERS BECAUSE — 


Majestic is the reflector heater without a 
service problem. 
Over a million satisfied users of Majestic 

Reflector Heaters. 

Majestic Reflector Heaters furnish uniform com- 
forting warmth from head to toe for a seated 
group of two or three persons. 

The scientific placing of the element in relation 
to the reflector guarantees absolutely uniform 
warmth over widest possible effective area. No 
scattered radiation. 


Time Proven Exclusive Features of 
Majestic Mogul Construction 


Silver soldered connections. 

Heat conductivity to socket reduced to a 
minimum. 

Large contact surfaces eliminate over-heat- 
ing and oxidizing. 

No sagging of element wires. 

Operates normally at higher température 
than any other element. 

Delivers more effective heat than any other 
reflector heater of equal wattage—result, 10 
to 15% more warmth. 





























Majestic 8! and 75 have 
Mogul elements. Illustration 
shows difference in size 
between Majestic Mogul and 
usual el t. Mogul el 
construction, exclusive with 
Majestic, adds years to life 

















of heaters. 





Majestic Mogul 75 
Retail Price $9.50 

Single back construction 
with heavily chromium- 
plated reflector. Majestic 
patented two-piece ele- 
ment assembly, with 
Mogul-type socket and 
base is used, providing 
the SAME high degree of 
efficiency found in the 
Mogul 81. Finished in at- 
tractive Pompeian green 
with heavy cast base to 
insure stability. 

1,000 watts, 110 volts, 
Pompeian green, chro- 
mium plated, 12-in. reflec- 
tor, 8-ft. cord and plug. 














MAJES 


MAJESTIC ELECTRIC APPLIANCE COMPANY  Mywholesaleris 


Philadelphia. Penn. San Francisco, Calif. 
10 Chestnut St. 590 Folsom St. 


GENTLEMEN: Please send me full information about Majestic Reflector Heaters. City 





Kansas City, Mo. Signed 
237 Railway Exchange Bldg. Street. 


Majestic 72 
Retail Price $6.50 
Model 72 is an out- 
standing value in a 660- 
watt reflector heater. For 
those who seek price econ- 
omy with maximum effi- 
ciency, this heater with its 


* patented two-piece ele- 


ment provides the ideal 
selection. All contact sur- 
faces of base and socket 
are nickel-plated to pre- 
vent oxidizing and prolong 
the life of the heater. 

660 watts, 110 volts, 
Nile green copper-plated 
12-in. reflector, 8-ft. cord 
and plug. 
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TWIN CITIES: 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, MINN., Sept. 23.—Reports of conditions as sum- 
marized by one of the leading banking institutions in the Northwest 
show that business in general in August of this year was ahead of 
July. However, it did not show totals equal to August of a year 


ago. 


Fall business in the Twin Cities seems to be improving, as stores 
apparently are fairly well patronized. Fall showings of merchan- 


dise are in evidence everywhere. 


With the hunting season for cer- 


tain game open in Minnesota, dealers in guns and ammunition, camp- 

ing and hunters’ supplies have been enjoying a very good trade. 

The demand in this line seems to be very nearly up to normal. 
Building for the year has been below the usual level and fall 


building is only fair at the present time. 
and preparations for winter are beginning to move. 


Supplies for repairing 
Heating con- 


trators are well into their busy season on repairs and installations. 
Stoves and stove supplies are beginning to move much better, and 
dealers are showing heaitng stoves and heating equipment on their 


floors. 


Marketing of the season’s crops is still retarded, due to the fact 
that wherever possible the farmers are holding their products for 
higher prices. As a result of the long dry season this year, potatoes 
in many potato growing districts are far below the normal for total 
yield, and prices are beginning to climb. Raisers in districts where 
the crops turned out well will reap the benefit in this condition. 

Tourist trade is still fairly good, but the end of this season is 


approaching. 


Collections are holding at about the same level, and reports from 
some districts show that they are above what might be expected 
under the present conditions. Employment is slightly lower in the 
Twin Cities territory than it was during the month just past, but is 
holding up better than in some parts of the country, according to 


general reports. 


Prices are steady, showing no changes in items previously carried 
in this report. Many new fall items will be found in the list below. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. ST. PAUL AND MINNEAPOLIS. 


AXES. 
Single * base weight, unhandled 
axes, $15.00 to .$16.50; double bit, 


$20.00 to $21.50; single bit, handled, 


$19.25; double bit, handled, $24.25 
i net. 
BOLTS. 


Carriage and machine bolts, 60-10 
per cent; stove bolts, 75-10 per cent, 
and lag screws, 60- 10 per cent from 
standard lists. 


BRADS. 
Wire brads, in 25-lb. box at 75-10 
per cent from lists. 


BUILDING PAPER. 
Red rosin sized building paper, 
$2.52, and tarred felt, $3.00 cwt., net. 


CHAIN. 

Log chain camperes, x 14, $1.56; 
5/16 x 14, $2.11; % x 4, $2.89; self 
colored, ke x ia $1. 40; 5/16 x 15, $1.88; 

4 14, ‘1 each; proof coil chain, 

n., $16.04; % in., 
$6137 Fg oi $41.82 per 100 ft. 


COAL HODS. 

Japanned, open, 17-in., $3.35; 18-in., 
$3.85; Japanned, funnel, 17-in., $4.30; 
18-in., $4.90 galvanized, open, 17-in., 
$4.70; 18-in., $5.10; galvanized, fun- 
nel, 17-in., $5.80; 18-in., $6.30 doz., 
net. 

COPPER RIVETS AND BURRS. 

Copper rivets and burrs, 40-10 per 
cent from list. 

BUILDERS’ HARDWARE. 
Steel butts, 3% x 3%, old copper 





les$ than case 
cop- 


or dull brass finish, 
lots, 16%c. per pair; 4 x 4, old 
per or dull brass finish, less than 
case lots, 22c. per pair. Heavy steel, 
bevel inside sets, $8.00 per doz. sets. 
Steel, bit-keyed front door sets, $1.20 
per set; wrought brass, bit-keyed 
front door set, $2.40 per set; wrought 
brass, cylinder front door sets, $4.75 
per set. All lock sets quoted in old 
copper finish. 


EAVES TROUGH, CONDUCTOR PIPE 


AND ELBOWS. 

Eaves trough, 28-gage, 3-in., slip 
joint, 5-in., in crates, $5.25; 6-in., 
$6.40; conductor pipe, 3-in., o crates, 
not nested, $5.10; 4-in., $7.1 per ye 
€2;; elbows, 3- in., $1. 73; 4- sg $2.8 
doz. net. 


FILES. 
First quality files, 50 per cent, and 
ial brands, 60-10 per cent from 


GALVANIZED WARE. 


Standard galvanized pails, 10-qt., 
$2.60; 12-qt., $2.85; 14-qt., $3.10; stock 


pails, 16-qt., eB qt., $5.50; 
standard tubs, No. 1, $7.15: No. 2, 
$8.00; No. 3, $9.35; ‘heavy, No. 1, 
$13.20; No. 2, $14.40; No. 8, $165. 60 
doz. net. 


GLASS AND PUTTY. 


Single and double strength A grade 
glass Minnesota prices, 83 per cent 
from lists; strictly pure putty, in 50- 
Ib. steel drums, $5.35 .. net. 











Business Seems to Be Improving 


Prices Are Steady and Unchanged 


LANTERNS. 


Dietz D-Lite, No. 2, $13.00; No. 2, 
a 2, Blizzard, 


iaare, fount, Mg ot 

13.00; No. 2, izzard, large fount, 
14, 28: Wizard, Bold Blast, $8.50 doz., 
net. 


MILK CANS. 
Railroad, wide neck, 8-gal., 
10-gal., $2.70 each, net. 
NAILS. 
Standard wire nails and cement 
coated wire nails, $2.65 per 100-Ib. 
keg base. 


$2.50; 


OIL HEATERS. 
No. 12 ee steel, apanned 
trimmings, 3-qt pacit 3.84; No. 
016 polished > nickel trimmings, 


4-qt. capacity, $5.67 each, net. 
POULTRY NETTING. 


Hexagon, 63% per cent from lists. 


PYREX OVENWARE. 

Casseroles, No. 623, $1.17; No. o. 

RJ 17; No. 634, $1.33; bread Bea gn 

2, 60c.; pie plates, 67c.; ; 
No. 209, ‘60c.; ; utility dishes, No. 231, 
67c.;_ tea pots, No. 24, 4-cup, $2.06; 
No. 26, 6-cup, $2.33; — tops, 
No. 958, 7c. each, net. 


REGISTERS. 
Cast iron or wro — steel regis- 
ters, 40-10 per cent from lists. 


ROPE. 

Best grade manila rope, 21c. Ib.; 
second grade, 17c. Ib.; best grade 
gl 16%4c. Ib.; second crate. 

c. Ib. 


ROLLER SKATES. 


Union line, extension, web heel and 
see straps, plain steel rools, 75c. per 


pair. 
Same for boys, with ogg oo 
ball bearing wheels, $1.45 
for girls, eskt-cpntetned ball 
bearing wheels, . ~? ¥. 
81, $2.65; No. 


Chicago line: 
183, $2.75; No. 18s, gl a 101, 


$1.60; Nos. 193 and 1 


SANDPAPER. 
Best grade sandpaper, No. 1, 93c. 
eS box of 75 sheets; second grade, 
69c. per box of 75 sheets; gar- 
net, No. 1, $15.68 per ream, net. 
SASH CORD AND WEIGHTS. 
Sash cord ‘|. stade, 54c. Ib. base; 
second grade, c. Ib.; third grade, 
23c. lb. base, ane and cast iron sash 
weights, $1.95 ewt., net. 


SCREWS. 

Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
fiat head brass, 42144 per cent; round 
head brass, 374% per Cent from lists. 


SIDEWALK CLEANERS. 
True Temper, 7 x 5 in. pine, 3: 


Rough and Ready, 7 x 5 in e, 
$5.35 doz., net. 


SKATES. 


Ice skates, Nestor Johnson, nickel 
plated, $7.75 pair, net. 


SNOW SHOVELS. 
Steel blade, ona handle, a 15; 
steel blade, d-hand $5. mi, ae ren 
ized steel’ binde, 15% x 
galvanized steel blade, 16 é hh, 30. 73 
doz., net. 


SOLDER. 
Warranted half and half solder, 


22%c. Ib. strictly half and half 
solder, 23%c. Ib., in 100-Ib. boxes, 
net. 

STEEL SHEETS. 


Galvanized steel sheets, 24-ga. 
(base), $4.30; black steel sheets, 24- 
ga. (base), $3.70. Armco galvanized 
steel sheets, 24-ga. (base), $6.15 cwt., 
net. 

STEEL TRAPS. 
Victor, No. 0, Lm: No. 1, $1.38; 


$ 
aa S Aig a 2 , er Oneida 
$1.58 ; 83; No. 


erie Peo. 81 ‘daa net. 
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You NEVER Have to 
Say: “Mr. Master 
Painter Meet 
Mr. Wooster 
Brush” 








THEY’RE OLD, OLD, FRIENDS 


Master Painters and Wooster Brushes became acquainted 
long ago. They’re old friends now. And they have a mighty 
high respect for one another. 


Get-acquainted advertisements such as Wooster has been 
running in the Saturday Evening Post, Collier’s, Popular 
Science and painters’ magazines reach thousands of master 
painters and millions of brush buyers month after month 
.. and are blazing the way to easier sales and bigger profits 
for all dealers selling Wooster Brushes. 


In selling anything—it helps a lot to have all the formalities 
of “‘pleased-to-meetcha” over and done away with. It makes 
all the difference between a fair to middling and a bang-up, 





FOSS: SET 


profit-making brush business. Ask your jobber. GUARANTEED 
SEIN ANYTHING 
The Wooster Brush Company, Wooster, Ohio 188 ‘pounds on 
Established 1851 eS 


‘ An actual test. 
“Makers of Good Paint Brushes for over 79 Years.” 


WoosTER BRUSHES 


THE BRUSH CONSUMERS AND PAINTERS KNOW 
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a4, A 7 A Trade Shows Small but Steady Gain — 
A N $ Prices Are Unchanged, Collections Fair 


ATLANTA, GA., Sept. 23.—Local hardware jobbers report that | PICKS. 
5 to 6 Ib. R. git: $7.50 oe doz.; 6 to 








while business is yet far from being good it has shown a small but 7.Ib. R. R., $8.25 per dozy 8 Ib, R. R.. 
. . . ° 9 
steady gain over the past few months. Retail business is always =". per Gos. 10 Ib. F Ry Syne teal 
better at this time of the year—it is the season for marketing craps, ROOFING 
and the release of new crop money always generates a good volume Galvanized—29 gage, 2% in. cor- 
of business through retail and jobbing channels. “ak oe oan oe 
t ; Fi , face, 83 2 : a 
This year, however, few jobbers express disappointment over the ede eg FB BQ - agg 
volume of business moving at this time, but, of course, too much 2 oa 
cannot be expected in view of existing unsettled conditions and as Musee Gee ee ae 
long as business is on the upgrade and not on the downgrade, jobbers fibaiesh Sata sdiiaibi wer Gel 
and merchants feel safe. eee Per Lb 
: : : Z 1 lb. cans of plastic cement... .12 
Crops in this territory have been tremendous, but prices have 3 ID. cans of plastic coment... 18 
: ‘ ingen ». cans of plastic cement... 09 
been low. The general sentiment of the trade, however, is optimis- Valley Tin sini Sa 
tic and dealers express confidence that fall business will be good 14 in. plain, 100 ft. rolls....... $4.75 
and that conditions will show marked improvement in the very near i tases tee ees a 
20 in. galvanized, 100 ft. rolls.. 7.50 


future. Seasonal temperatures will no doubt create a demand in 
many lines and with dealers’ stocks running so low, heavy buying | SCREW DRIVERS. 


Bridgeport No. 42, assortment 


will be necessary when the demand revives. There are no impor- (Little Wonder), Sic.- Setdmenert Fo. 

» * . : 70, in., $2.00 per doz.; Bridgeport 

tant price ony reported at this time and collections are reported No. 70.3 ‘n, $2.50 per, doz. : ieee 
port, No. 70, 8 in., 1 

as being on y alr. Bridgeport No. 80," 4 : in., $1.35. oe 


doz.; Bridgeport No. 80, 6 in., $1.80 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO per doz.; Bridgeport No. 80, 10 in., 


$3.10 per doz. 








RETAILERS, F.O.B. ATLANTA. sxates Gein 
c ). 
AXES. 1% bushel baskets with bail, $6.00 ochicago roller skate line, No. 181, 
per doz. $2.65; No. 183, $2.75; No. 185, $2.75; 
Kelly Perfect, handled with No. 1 5 gal. garbage cans, $7.35 per doz.; No. 101, $1.35; No. 103 and 105, $1.40. 
oval straight handles, $20.68 per duz. 10 gal. garbage cans, $9.25 per doz.; No. 5 Union roller skates, $1.75; 
Kelly Standard and Hercules, hand 20 gal. garbage cans, $15.00 per doz. No. 6, $1.75; No. 4, $1.65; No. 130, 
hammered, with No. 1 oval straight $2.00; No. 130 L, $2.15 
ae hye ag _— ine 3 é HANDLES. ir —. 30c. per doz.; extra 
Second quality axes, w No. 3 wheels, 10c. extra. 
straight or crooked handles, $17.33 ‘ ~~" rh ap romp ae Pes Winchester—Boys’ No. Fon 
per doz. base. oz. Stee » scoop handles, - Of No. 3832, $1.35; No. Wi 1.4 
Boys’ Union handled axes, $9.50 pee doz. fon D — seed — vas G, $ 
er doz. base. andles, 5.00 per oz. (Strapped, 
5 eet and ferrules.) D shovel tk STEP LADDERS. Each 
BATTERIES. dies, $4.00 per doz. Spading fork 4 ft 1 00 
handles, c. s. f., $6.00 per doz. 4 e Cee cer vccccesccccccscescces $1.2 
Ray-O-Vac.—No. 121 flashlight bat- BME vibe) pices 320s abno84sewaen 1.50 
teries, 13c. each; No. 221 flashlight Se ee es re eee 1.80 
batteries, 13c. each; No. 231 flash- HINGES. J SE Pret ee ee pee ee 2.40 
light batteries, 1914. each: No. R21 3-in. light strap, 65c. per doz.; 5-in. Oe ME 6856 wee bd ne oop oleae koe ns 3.50 
3, light strap, $1.00 per doz.; 8-in. light 
Snsblens Bwtterien, Bc. cach: No. strap, So ner Mioz: iin. heavy | STOVE PIPE. 
unit cells batteries, 64%4c. each. strap, 1.00 per doz.; -in. eavy Smi ‘ 29 
Eveready.—No. 790 flashlight bat- strap, $1.50 per doz.; 10-in. heavy in ... Pee '95 5 Bag mo 
teries, 13c. each; No. 791 flashlight strap, $4.25 per doz.; 3-in. light tee, 5% in. and 6 in., $13.00 per 100 joints. 
batteries, 13c. each; No. 935 unit cells 65c. per doz.; 4-in. light tee, 85e. per ‘Elbows—5 in, piece, corrugated 
batteries, 6%4c. each; No. 950 unit doz.; 4-in. extra heavy tee, $1.50 per $1.35 per doz.;: 6 in. piece, corrugated, 
cells batteries, 64%4c. each. — 6-in. extra heavy tee, $2.00 per $1.50 per doz.: 7 in. piece, corrugated, 
BELT DRESSING ole ee 
Dixons 1 Ib. sticks, 40c. per stick. mS. Per Doz neg rh naghag ~ 
‘ : No, 20 é 5-lb. cans 
BOLTS AND NUTS No. 100 porcelain or mineral $11.40 per yee a wer ei ot. Sik 
: Tim knob ......-2..+eeeseees $3.60 paste, $1.20 per doz.;: No. 6 Black 
Cut thread carriage and machine No. H-1899 metal rim knob a Silk liquid, $1.30 per doz.: No. 1 
bolts, 60 off; lag screws, 60 off; stove OY agp ES ang OE oo 3.50 Black Silk iron enamel, $1.75 per 
bolts, 75 off. No. 1899 meta m knob )- doz.; No. 60 Black Silk metal polish 
RE ce battwescedhes shace seeds 3.60 $1.50 per doz. F 
’ No. 3867—7™% inside iock sets.. 6.00 
COTTON HOOKS. No. 8665 stone door sets Kneis 10.00 VISES 
No. 279, 8 in., $3.50 per doz.; No. LANTERNS 5 
277, 6 in., $2.00 per doz. I NDS. = . 
No. 43 Columbian 
Per Doz TL wee e eee eeeee 
: No. 43% Columbian . 
FILES. NIN S 6a 6 is 6600s Conc waves “> No. 44 j Re eke oe pag aa 
ie Re ee Sa eicee Sea Poa eer 8.25 No. 40 Champion 
$ $ ss 50 gs ~ 4 I oe a 
Bsr pes peg and ‘cant No. 2 Blizzard Reg. fount...... 13.50 No. 25 Champion ............... 
Second quality, less 15 per cent ; No. 2 De Lite large fount..... 14.75 
% ata Sah < oe jemi Prices weekdnn <u e's a WASH TUBS. 
GALVANIZED WARE. 4 pet: 0) ee ee ee oe Doz. 
8 ot, pale, § $1. 90 per | dos. 10 at. MEAT CHOPPERS. a = 0 0)¢ 0.0 ieeseineiee 60 «¥ibwie-e.0 sively 84 
pails, $2.00 per doz. at, pails, Universal, No. 323, $3.25 each; No. DN puaahes,., ate. Wess oo 6.40 
$2.35 per doz.; 14 at. ‘pails, “32.65 per 333, $5.50 each; No. 331, $5.00 each, Be AS aE RES: 7.20 
a * A Tubs, $2.80 per_doz.; No. 0 30 per cent off above prices, which Mi fey c sn eats tee vb aks TCR 8.40 
ma y’ eraat are list. 
Tubs, $4.70 per doz.; No. 1 Tubs, 
$5.60 per doz.; No. 2 Tubs, $6.50 per MATTOCKS WHEELBARROWS. 
doz.; No. 3 Tubs, $7.60 per doz. ° _No. 5 with wood tray, $36.00 doz.; 
Feavy well buckets, $6.00 per doz.; 5-Ilb. S. C., $6.50 per doz.; 6-Ib. No. 4 concrete, $6.00 each; tubular 
light -well buckets, $4.50 per doz. L. C., $9.00 per doz. steel wheelbarrows, $6.50 each. 
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SUDDY < 


CONTINUES TO 
RING UP SALES 
INCREASES / 


ae, hs 











BoD 


ESS than a year on the market—yet 
firmly intrenched, and steadily gain- 





ing in volume! 

“Buddy” sales are growing because 
“Buddy” fills a definite demand for a real- 
ly convenient all-purpose portable light. 
It’s the greatest improvement of a decade 





ENAMELED RED ‘nits field 
STANDS 33%4” HIGH in its fieid. re 

List Price § [30 complete The peak season _ just ouellen you 

aren't prepared to cash in with this quick- 


LessBaitteries moving profit producer, see your jobber or 


‘ ‘ 
° ‘ 
in Ca nad dad & 220 write us TODAY. Ask, also about the 
“Buddy” carries by bale or handles, hangs up, sits flat special deal on the new Display Stand 
or tilts at different angles. Produces a 500 ft. light é = 
beam from two ordinary flashlight cells. It’s so simple which makes the buyer see the “Buddy. 


a child can service it in one minute: and so small it 
stows away, with bale and handles folded, in a space 


as small as your coat pocket. x x 
“Buddy” is a real working light that does everything DELTA ELECTRIC CO. 


a good flashlight will do—and serves many places 
where a flashlight is impractical. Dept 91] Marion, Ind 
° I ; ° 






99 
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Miaydole 
Hammers are 
built for the 
man who gives 
his tools the 
hardest kind of 
use... you can 
safely recom- 
mend them to 
all others. 


More than 87 years of honest 
American quality have built up 
a demand for Maydole Hammers 
that is of real value to you. Don’t 
let your stock get low, your job- 
ber can supply you with the 
styles and weights you need. 


Hammers 


The David May Jole “fammer Co. Norwich. NY. 








| 

















How Koenig Sells Electric Washers 


(Continued from page 43) 


is concluded. Payments are made 
in the store and these visits en- 
able Koenig’s to sell more mer- 
chandise and to make their store a 
regular headquarters for specialty 
items. 

We asked Mr. Koenig about dis- 
counts. : 

“Absolutely none,” he said. “We 
don’t take a nickel off on any 
washer no matter who the custom- 
er is. Relatives, friends and what 
have you are all alike to us. If we 
give a discount to one we should 
give it to all and, of course, this 
would be mighty poor merchan- 
dising. 


“This discount business is a real 
evil, we feel, in specialty selling 
today. It is something that every 
hardware merchant should look 
into and find out just how much 
he is losing by the granting of the 
occasional—and not so occasional! 
—discount. Maybe it would be 
better if he try and calculate the 
good accruing to himself by sell- 
ing at ‘cut prices.’ For this is 
what it amounts to. Any one who 
gives a discount to a friend on a 
washer, or on any other specialty 
deals in ‘cut prices,’ no matter 
how ethical he holds himself in 
his own esteem!” 





Eight Steps to Radio Profits 


(Continued from page 53)- ~ 


gone a long way toward solving 
this problem. But everybody does 
not come into the store, especially 
the prospects secured by salesmen 
in remote territories, or down- 
town. After all, the salesman is 
the one to control in such in- 
stances. It is he who stalls for 
more demonstration time, when 
the prospect is stalling him. To 
cope with this, if a set is out on 
demonstration more than the lim- 
ited three days, and the salesman 
feels that. an extension, of time 
will close the sale, he may extend 
the time by paying a dollar per day 
for the “over-time.” The salesman 
is going to feel that the prospect 
is really “live” before he pays out 
time extension money from his 
own pocket. This means that a 
large number of radio sets are not 
tied up in unproductive demon- 
strations. In keeping a record of 
demonstrations, it is the store’s 
custom to write up the radio on a 
regular sales slip, marking it 
“demonstration.” The customer 
affixes his signature to the slip, 
upon receipt of the radio. 

6. Mr. Ruggles has found that 
a special stock control record is 
necessary for radio, as it is an ex- 
pensive matter for even one ma- 
chine to be unaccounted for. This 
can easily occur when several ma- 
chines are going out daily on 


demonstrations. A_ loose - leaf 
ledger record is. made out cover- 
ing every set in stock. Appropri- 
ate information is entered under 
the following columnar headings: 
Name, style, number, serial num- 
ber, date received, demonstration 
date, by whom, date sold; name 
and address of purchaser, terms 
of sale. As the sales slips re- 
cording demonstrations are gath- 
ered at the end of each day’s busi- 
ness, they are entered on respec- 
tive ledger shéets. Every demon- 
stration a set makes is recorded 
in the proper column of the rec- 
ord. At any time a quick inven- 
tory can be taken by checking the 
machines in stock and computing 
the number of those out on demon- 
stration. Data from this record 
also govern the date control of 
demonstrations. A card index rec- 
ord is maintained on each set out 
on demonstration, filed according 
to date, under the name of the 
salesman responsible. On Oct. 5, 
as an example, by looking at all of 
the cards filed under this date, it 
is easy to ascertain what ma- 
chines are due in from demonstra- 
tion on that day. 


No Free Servicing 


7. Good service is considered a 
good advertisement by the firm, 
but not to the extent that all kinds 














HARDWARE AGE for SEPTEMBER 25, 1930 


81 





of service are given gratis. After 
the expiration of the manufactur- 
er’s guarantee, no service call is 
made for less than $1. It has 
been found that the customer will 
offer no objection to this nominal 
charge. The service charge is al- 
ways explained in advance to cus- 
tomers making telephone requests 
for a service man. The firm’s ser- 
vice cars are attractively finished 
sedan models, advertising the 
store’s radio wherever it goes. 
Two service men, who are experts 
in their line, are employed. “The 
hardware man doesn’t know tech- 
nical radio,” says Mr. Ruggles, 
“and he should not pretend to. 
He must buy the best technical 
knowledge he can find.” 


Minimize Trade-Ins 


8. If the purchaser hasn’t any- 
one to whom the gift of his old set 


would bring pleasure, a trade-in 
is sometimes necessary. However, 
it is surprising how frequently a 
trade-in can be avoided, when the 
salesman makes the suggestion 
that someone—possibly an elderly 
relative, or a very young one, 
would enjoy the old set. At regu- 
lar intervals, sale events of used 
machines take place, with the 
event publicized by package in- 
serts, copy in the community 
paper, and so on. Usually, many 
people are drawn to the store 
through this medium, which proves 
to be a good business getter for 
the radio department. 

Yes, the hardware merchant can 
get in on the radio profits—pro- 
vided he goes after them in the 
right way and eight steps in the 
program which built a $75,000 ra- 
dio volume for a_ neighborhood 
hardware store have been out- 
lined. It’s your move. 





DEALERS’ HELPS 


Available from Manufacturers 


Premier Vacuum Cleaner 
Issues Dealer Helps 


The Premier Vacuum Cleaner Co., 
1734 Ivanhoe Rd., Cleveland, Ohio, has 
issued dealer material consisting of book- 
lets, folders, mailing cards, envelope stuf- 
fers, broadsides, doorknob hangers, movie 
slides, newspaper ads and cuts, window 
display material, and 24-sheet billboard 
posters. A mailing card showing the 
Premier Junior and Duplex models and 
giving the retail price is among the ma- 
terial offered. The card includes a por- 
tion, for mailing to dealer, requesting 
free illustrated color booklet with details 
of a special limited offer. Attractive col- 
ored blotters showing both models and 
the Premier Spic Span unit are included. 
The circulars and folders are printed in 
attractive colors, showing the cleaners 
and floor polisher accessory. 





Standard Gas Equipment 
Suggests Thanksgiving Sale 


Standard Gas Equipment Corp., 18 E. 
41st St, New York City, is distributing 
a broadside, in which is outlined and 
illustrated a Thanksgiving sale, tying in 
with the heat control idea. It shows 
how the Thanksgiving dinner can be 
cooked more easily and with less worry 
by means of the modern conveniences of 
an up-to-date gas range. The campaign 
consists of several newspaper advertise- 
ments and a colorful window display, 


supplied for Smoothtop, Oriole and 
Acorn gas ranges. It is suggested that 
such a campaign be started Oct. 15 and 
continued until a few days before Thanks- 
giving, to give sufficient time to install 
the new ranges. The broadside shows a 
suggested window display with one of 
the ranges, and using the colored mate- 
rial supplied by the maker. Mats for 
newspaper advertisements are illustrated. 


Gould Issues Deep 
Well Catalog No. 18 


Catalog 18, containing 28 pages, has 
just been released by Goulds Pumps, Inc., 
Seneca Falls, N. Y. It shows their im- 
proved line of deep well pumps and water 
systems. A feature of the catalog is its 
clear readable type and the ease with 
which all information may be found by 
the dealer. Any data which might as- 
sist the dealer in selecting the right pump, 
motor and cylinder for his customer’s 
needs has been incorporated in the book. 
It includes condensed tables of ratings on 
each page describing an outfit, supple- 
mented in the back of the catalog by more 
detailed tables. Each outfit is fully de- 
scribed. The opening pages picture the 
improvements in deep well pump design 
and working principles, 


the units. It is printed on a heavy, high- 





exclusively | 
Goulds, which increase the efficiency of | 


| 


grade, ivory-coated stock and is amply | 


illustrated. 





THE STANDARD “CHIEFTAIN” 


No stove 
department 
is complete 
today 
without a 
representa- 
tive showing 
of electrie 
ranges 


Many a hardware dealer is 
reenforcing his stove 
department by including 
Standard Electrics, made 
by the oldest exclusive 
makers of electric ranges. 
Our booklet “What is a 
Hardware Dealer?” gives 
interesting facts. Send 
for a copy today. 


STANDARD 
ELECTRIC 
RANGES 


Ce cenanatlieameeeattti cena titieenenattttitcenen tienen tice Tiemann 


STANDARD ELECTRIC STOVE CO. | 
TOLEDO, OHIO 


C1 Please send booklet “What is a 


Hardware Dealer?” 


(1 Send copy of Standard catalogue. | 
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Tools that are 
appreciated by 
Mechanics 


Thirty years of satisfying the 
skilled mechanic’s needs for precision 
files has enabled the American Swiss 
File & Tool Co. to produce a line 
of quality hand tools that satisfies 
the most discriminating user. 

Hardware dealers handling Ameri- 
can Swiss products tell us that when 
a mechanic buys one American Swiss 
product, he eventually purchases 
others. 

Write for catalog. 


American Swiss File & Tool Co. 
400 Trumbull St., Elizabeth, N. J. 


MERI 








SwisS 


MECHANICS HAND 


TOOLS 


PRECISION FILES AND KNURLS 














81.8 Per Cent of Ammunition Manufactured in 1929 
Was Sold by Independent Wholesalers 


By EDWARD R. DEWEY 
Chief, Industrial Goods Section, Census of Distribution 


Of the $43,782,000 worth of commodi- 
ties sold by the 20 establishments in the 
United States engaged primarily in the 
production of ammunition and related 
products during 1929, $35,802,000 worth, 
or 81.8 per cent, was marketed through 
wholesale houses not connected in a finan- 
cial way with the manufacturing plants. 

Sales direct to industrial and other 
large consumers who buy at wholesale 
totaled $6,926,000, or 15.8 per cent, while 
sales direct to uncontrolled retail estab- 
lishments totaled $1,051,000, or 2.4 per 
cent. No sales were made through 
branch or other retail establishments 
owned or controlled by the manufactur- 
ing plants, and none was made direct to 
home or domestic consumers. 

Sales made through manufacturers’ 
agents, selling agents, brokers and com- 
mission houses amounted to only $1,- 
203,000, or 2.7 per cent of the total. 

The total production of ammunition 
and related products during last year to- 
taled $45,600,546, an increase of 4.9 per 
cent as compared with $43,463,673, re- 
ported for 1927, the last preceding census 
year. Of the total amount $2,041,910 
worth was produced as secondary prod- 
ucts by establishments engaged primarily 
in other lines of manufacture. The total 
for 1929 is made up as follows: Ammu- 
nition, $31,693,944; blasting and detonat- 
ing caps and railroad torpedoes, $8,875,- 
582; safety fuses, miners’ squibs, etc., 
$5,031,020. As defined for census pur- 


poses, this industry does not cover dyna- 
mite, gunpowder or other explosives for 
sale as such, nor fireworks, which are 
classified under the designations “Explo- 
sives” and “Fireworks,” respectively. 

Sales of ammunition for small arms 
to uncontrolled wholesale establishments 
totaled $30,591,000, or 96.7 per cent, and 
sales to uncontrolled retail establishments 
totaled $1,042,000, or 3.3 per cent. No 
sales were made to controlled retail 
stores or direct to home consumers. 

Of the total sales of blasting caps, rail- 
road torpedoes, etc., $5,451,000, or 49.9 
per cent, was made through uncontrolled 
wholesale houses, and $5,475,000, or 50.1 
per cent, direct to industrial and other 
large consumers. No sales were made 
to controlled wholesale or retail estab- 
lishments, or through manufacturers’ 
agents, selling agents, brokers and com- 
mission houses. 

Allied products, such as miners’ squibs, 
flares, torches, fuses, etc., were practi- 
cally all sold to industrial and other large 
consumers who buy at wholesale, the 
total sales made this way being $1,209,- 
000, or 99.1 per cent. 

These distribution of sales figures cover 
merely the production of establishments 
engaged primarily in the production of 
ammunition and related products. It does 
not include the distribution of about $2,- 
041,000 worth of such commodities which 
were made by other industries as sec- 
ondary products. 





Modern Homemaker Tells How 
To Sell Glow-Maid Ranges 


To inject salesmanship into the selling 
of ranges, Globe American Corp., Ko- 
komo, Ind., has issued its manual, The 
Modern Homemaker, written for the use 
of the store proprietor and his retail 
salesmen. Pen and ink sketches show 
the changes made in kitchen and other 
household equipment since 1890. The 
book points out the fact that until re- 
cently coal and wood range designs and 
appearance have progressed but little in 
almost a half century. Glow-Maid per- 
formance, convenience and beauty features 
are fully described. How the line an- 
swers the requests of homemakers as to 
performance, etc., is shown in the man- 
ual. Just what engineers did to produce 
these ranges, and how they did it is an- 
other feature of this manual. The rear 
pages contain questions and answers, ex- 
plaining the new line and its advantages 
and features. How to appeal to women 


and to men and the four steps in selling 
the ranges are clearly outlined. It is 
pointed out the difference in appealing 
to the man as against the woman. Meas- 
urements and capacities of the new line 
are given on the last page. Colored il- 
lustrations of the ranges are included in 
a pocket on the inside of the rear cover. 





Universal Vacuum Specialties 
Shown in Catalog No. 5A 


The Universal line of vacuum special- 
ties offered by Landers, Frary & Clark, 
New Britain, Conn., is described and il- 
lustrated in catalog 5A. Specifications 
are given, and part of the line is illus- 
trated in actual color. Water services, 
tankards, pitchers, thermal jugs, food 
jars, lunch sets and other products are 
shown. Carrying cases, vacuum bottle 
parts and dealer displays are shown in 
the rear pages. The list price on vac- 
uum bottle parts is’ included. 
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Harold Warp Makes 
Tour In Own Monoplane 


In the recent aeroplane tour, 
sponsored by the Illinois Chamber of 
Commerce, Harold Warp, president, 
Flex-O-Glass Co., Chicago, IIl., piloted 
his own monoplane. While the tour 
was a booster trip, it was also an en- 
joyable vacation for Mr. Warp, who 
took dealers in the towns he visited 
for flights. He finds great pleasure 
in taking people on such flights. 
Whenever he could Mr. Warp, or 


“Hal” as he is known to some of his 
dealers, took the wives and families 
of the dealers on flights. 





Before starting on the tour Mr. 
Warp wrote his dealers in each town, 
he would visit, just what hour and 
date he would land in that dealer’s 
town. The plane is a four passenger 
cabin monoplane, fitted like a luxu- 
rious limousine. It is equipped with 
a 210 horsepower Lycoming motor, 
with a cruising speed of 105 miles an 
hour. The plane is of the type in 
which Col. Lindbergh made his At- 
lantie flight. 

Mr. Warp, who has been interested 
in flying, since boyhood is a skillful 
and competent pilot, and is said to be 
as well informed about aviation as he 
is about manufacturing his glass sub- 
stitute products. Having been raised 
on a Nebraska farm, he is interested 
in agriculture. Upon returning to 
Chicago he said that farmers were not 
as badly hit as he expected. Mr. 
Warp reported that folks in Marion, 
Ill., which was said to be particularly 
hard hit felt that the crop is fair and 


good enough to carry them through 
the year without help from the 
government. 


Freight Loadings Declined 
In Week Ended Sept. 6 


The American Railway Association re- 
ports that loading of revenue freight for 
the week ended Sept. 6 totaled 856,637 
cars. 

Due to the Labor Day holiday, this 
was a decrease of 127,867 cars below the 
preceding week, this year. It also was 
a reduction of 161,844 compared with 
the same week last year and 134,748 be- 
low the same week in 1928, 





Sythax Weed Cutter 





The Sythax weed cutter is said to swing 
like an axe and cut like a scythe and to do 
the work in less time. It is a combination 
scythe, brush hook and hoe in one with 
strong hardwood handle, high steel socket, 
double riveted, and a steel channel support 
for the blade, eliminating vibration. There 
are three sizes of this cutter, which is made 
by Sythax Mfg. Co., Memphis, Tenn. The 
Regular and Junior sizes, for home use, have 
blades of the following sizes: 2% x 11% 
inches and 3 inches by 11% inches. Their 
blades are of 16 gage annealed steel bracket. 
Jumbo the industrial size for railroads, parks, 
highway departments, etc., have hand shaped 
hickory handles and:3% x 114 inch blades, 
of 13 gage annealed steel bracket. Blades 
may be sharpened without removing. 





E-Z Electric Hedge Cutter 


The E-Z Electric Co., Inc., 168 Madison 
Ave., New York City, makes the E-Z electric 
hedge. cutter, which operates from any or- 
dinary electric socket. Weight of machine, 
without wire is four and a half pounds. 
Handle is built similar to the style of a 
modern vacuum cleaner, which gives it the 


necessary grip, for proper control on any 
size hedge. Motor is of universal type, hav- 
ing a speed of 5000 R.P.M. Machine, which 
is supplied with safety features, is easily 
handled. The makers state that it will do 
its work in one tenth the time required by 
hand cutters. Each machine is supplied with 
100 ft. of Belden flexible weatherproof wire. 
Additional lengths are available. List price 
is $45.00. Cost to dealer is $27. 

















A Scientifically 
Simplified Line of 
Superior Tacks 


Bakatax are modernly packaged, 
rust resisting, attractively blued. 
And in addition to these unusual 
advantages, the Bakatax line has 
been scientifically simplified so that 
half the items previously con- 
sidered necessary now comprise a 
complete assortment. Give jobber’s 
name and send for free sample. 


Geo. Baker €& Sons, Inc., 


Brockton, Mass. 





YOU 
ARE 


cordially invited to 
send in your early 
space reservation for 
the JOBBERS’ CON- 
VENTION NUMBER 
of HARDWARE AGE 
to be published 
OCTOBER 30. 





The final advertising 
forms close 


20 
OCTOBER 
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THE MASTER BLUE STREAK 


CAN OPENING MACHINE 
WALL BRACKET Model 


You asked for the Master Blue Streak in a 
Wall Bracket Model, and here it is—ready 
for action! Good to look at and as easy in 
operation as other members of the Blue Streak 
Family. 


Thousands of housewives, because of their 
kitchen arrangement, find the Wall Bracket 
Model most desirable and convenient. 
plete—ready for installation. 
good profit for you. 


Com- 
And the usual 


The Table Model 
Master Blue Streak 
has always been 
one of the most 
popular of these 
famous kitchen de- 
vices. Two Dol- 
lars—-and worth it! 













Neg 


Another improvement in the House- 
hold Size Blue Streak—the metal 
thumbpiece has been replaced with 
a generous sized, easy-to-turn 
Wood Handle. Makes it twice as 
easy to operate as before and the 
bright colored handle adds to its 
attractiveness. 


Ask Your Jobber for It 


The Turner & Seymour Mfg. Co. 


TORRINGTON, CONNECTICUT 





Hot of the Nail Keg! 


Little yarns that others have laughed over 
led from various sources. As a contem- 





porary puts it: “Some of them have been \S® 


copied, the rest will be.” 








Ray—“Wéll, I am going 
over to the hospital to be op- 
erated on tomorrow.” 

May—“Good luck to you. 
I hope everything comes out 
all right.” 





Heading in Canby (Minn.) 
News: 

“Man in Taxicab Commits 
Suicide.” 

The meter should never 
faee the passenger. 





Tad—“Pa, what’s a matri- 
monial bureau?” 

Dad—“It’s a bureau, son, 
with six drawers packed full 
of women’s fixings and one 
man’s necktie.” 





College boy writing home: 
“How do you spell financial- 


ly?” 
His friend: ‘“F-i-n-a-n- 
c-i-a-l-l-y and there are two 


R’s in embarrassed.” 


Jones: “Why so depressed, 
old man?” 

Brown: “The horrible cost 
of living; constant bills for 
materials, paint and shing- 





ling.” 

Jones: “What, your 
house?” 

Brown: “No, my daugh- 
ters.” 

Clerk: “What is your 


pleasure, sir?” 

Artie: “Necking and drink- 
ing, sir. But right now I 
want a pair of socks.” 





The tired business man 
came home after a long day 
at the office. The family 
gathered for dinner. The 
tired business man bowed his 
head to ask the blessing and 
all was quiet. 

“This is Mr. Jones speak- 
ing,” he began. 





The unjustifiably high 
rates of many hotels is pro- 
verbial. 

A sailor who had been 
stopping at a fashionable 
hotel and who was paying 
his bill, looked up at the girl 
cashier and asked what it 
was she had around her 
neck.” 

“That’s a ribbon, of 
course,” she said “Why?” 

“Well,” he replied, “every- 
thing else is so high around 
here that I thought perhaps 
it was your garter.” 





“My wife used to play the 
piano a lot, but since the 
children came she doesn’t 
have time.” 

“Children are a comfort, 
aren’t they?” 


“Ts Jinks careless with his 
money?” 

“Is he! I’ve known him to 
buy bread when he didn’t 
have a drop of gasoline in 
the tank!” 


The story is told of a 
Scotchman who walked into 
a drug store and exclaimed, 
“Give me 10 cents worth of 
I want to commit 


poison. 
suicide.” 
The clerk, much excited, 
shouted to the manager, 


“How can I stop him?” 


The manager _ replied: 
“Charge him 20 cents.” 


First Radio Entertainer: 
“What’s the matter, Joe? 
You look bothered.” 

Second Radio Entertainer: 
“TI am. I can’t remember 
whether I’m an A. & P. 
Gypsy or a Michelin Man or 
a Flit Soldier or a Cliquot 
Club Eskimo.” 
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The demure young bride, 
a trifle pale, her lips set 
in a tremulous smile, slowly 
stepped down the long church 
aisle, clinging to the arm of 
her father. 

As she reached the low 
platform before the altar, 
her slippered foot brushed a 
potted flower, upsetting it. 
She looked at the spilled dirt 
gravely, and then raised her 
child-like eyes to the sedate 
face of the old minister. 

“That’s a hell of a place 
to put a lily,” she said. 





“Tell me, Margaret,” said 
Mrs. MacGuire, “how do you 
and your husband get along 
together?” 

“Very nicely indeed,” re- 
plied Mrs. Murphy. “Here, 
Mrs. MacGuire, we’ve been 
married goin’ on_ seven 
months, and I haven’t had to 
call the police in but twice.” 





“How long did it take your 
wife to learn to drive?” 

“It will be five years in 
January.” 


The young man was pre- 
maturely gray, and proud of 
it. 

“Looks quite poetic, don’t 
you think?” he asked a girl 
he had met on the beach. 

“It does remind me of a 
certain poem,” ‘she said. 

“And what is that?” 

“When the frost in on the 
pumpkin.” 





Stout Theatrical Person 
(engaging room): “Win- 
dow’s a bit small. Wouldn’t 


be much use to me in an 
emergency.” 

Landlady: “There  ain’t 
goin’ to be any such emer- 
gency. My terms for actors 
is weekly in advance.” 





Two pickpockets had been 
following an old man whom 
they had seen display a 
fat wallet. Suddenly he 
turned off and went into a 
lawyer’s office. 

“Good lord,” said one. “A 


fine mess. Wot’ll we do 
now?” 
“Easy,” said his mate, 


lighting a cigarette. “Wait 
for the lawyer.” 





Liza at the zoo saw a zebra 
for the first time. “Rastus,” 
she said, “What kind av ani- 
mal am dat?” 

Rastus also gazed in much 
perplexity and awe. He had 
never seen one before, either. 
“Why, Liza, dat am a sport 
model jackass!” 





Lady Visitor: “What be- 
came of your prize boa con- 
strictor?” 

Zoo Attendant: “It’s a sad 
case, ma’am. He tried to 
swallow a Sunday news- 
paper.” 





“Aristocratic blood flows 
in my veins.” 

“Gee, I didn’t even know 
you were sick.” 





A hungry dog once wandered 
Into a butcher’s store; 
The butcher threw some sau- 

sage 
To the dog upon the floor. 
The butcher said, “Now eat 
i¢:” 
The dog said, “I decline, 
For in that link of sausage 
is— 
That Old Girl of Mine!” 





But this week’s prize goes 
to the Scotchman who sent 
the surgeon’s bill to his 
father - in - law when he 
learned that his wife’s ton- 
sils really should have been 
taken out when she was a 
little girl. 





“What is this thing, dear?” 

“Only a pawn ticket.” 

“Why don’t you get two so 
we can both go?” 





Mrs. Smith rushed into 
her living room. 

“Oh, John!” she cried, as 
she panted for breath. “I 
dropped my diamond ring off 
my finger and I can’t find it 
anywhere.” 

“It’s all right, dear,” said 
John. “I came across it in 
my trousers pocket.” 





And after hearing the 
Stein Song a few million 
times, we sent our first con- 
tribution to the Anti-Saloon 
League. 





Professor (in Engineering 
class) : “What’s a dry dock?” 
Student: “A physician who 
don’t give out prescriptions.” 





FARMERS DO 


buy $2 Hammers when they get what they 


NEED and WANT 


1. Handles that are guaranteed unbreakable for all hard 
pounding and pulling. 

2. Always in condition when most needed. 

3. Not affected by baking sun or long rains. 


No farmer is satisfied with cheap hammers, but he thinks that a 
high price for an ordinary hammer pays for fine finish rather than 


GREATER USEFULNESS 






LEATHER 


WASHER 





vies Guaranteed 
— - 


. I ID ob ded ob 
PN 2 Eee 


) ch 





CARPENTERS 


often write, “My next hammer (or hatchet) will be an Estwing” ; 
but right now you will reap greater profit and prestige by placing 
the Estwing tools where the farmers, scouts and sportsmen can 


SEE and HANDLE them 


Sold thru dependable whelesalavs only. 


ESTWING MFG. CO., Rockford, III. 
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BETTER BUSINESS NEEDS 





THESE TIME SAVING 





TURNER BLOTORCHES 





The increase in business activity 
has given impetus to the demand 
for time saving tools. 


That is why the No. 35 TURN- 
ER Blotorch is in most popular de- 
mand now. Think of it. This 
modern blotorch can be generated 
in 1/5 of the time required to 
generate an ordinary blow torch. 
There is no drip cup to fill or 
spill. The working blast can be 
turned on and off as long and 
as frequently as desired. The 
TURNER No. 35 Blotorch employs 
a patented internal carburetor and 
generator. An intensely hot blue 
flame is delivered by the gener- 
ator to the undervein. It acts as 
a pilot light, keeping the torch 
constantly generated. 













Turner No. 
Gasoline 


i 


“TURNER | KEROSENE 
No 45. | GASOLINE 


35 


The No. 35 is not an expensive 
teol. It can be bought at a price 
level well within the means of 
everyone. 


The No. 45 Master Blotorch is 
another example of TURNER lead- 
ership. Its pistol grip and safety 
valve make it the choice of many 
of the country’s foremost me- 
chanics. 


Send for catalog and prices to- 
day. Equip yourself for better 
business with time saving TURNER 
Blotorches. 


THE TURNER BRASS WORKS, 
801 Park Ave. Sycamore, III. 


Western Branch—1284 Sunset Blvd. 
Les Angeles, Cal. 
Please send me complete information and prices. 


PE Edo ob one eee a 00s pace ewne soe ¥bsee 
DANONE oo snes < eb bSbw ec vce peed ecerccoes 
TOUR cccwecoccccccscces State. .ccsccece 
Bip Jobber Ee onc scccvscccccscccsseesecce 
Town wccccccescccsesesces State.....+00-- 
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More Liberal Buying Is Feature 
In Steel and Iron Industry 


Scattered evidences of a breaking away from hand-to- 
mouth buying, the first deviations from that policy in many 
months, constitute the feature of the week’s news in iron 
and steel. No sweeping change in the attitude of the trade 
has yet developed, but the fact that any sizable forward 
commitments should be negotiated or even considered is 
sufficient to give the market a more buoyant tone. 

Willingness to contract ahead has thus far been most 
notable among pig iron buyers, with a number of large 
consumers covering for the remainder of the year and in a 
few cases through the first half of 1931. Details of trans- 
actions are being closely guarded, but recent sales are 
known to include three of 4000 to 10,000 tons, while in- 
quiries in various parts of the country embrace nine of 
2500 to 10,000 tons, the larger ones calling for steel-making 
iron. 

Since no marked increase in the flow of iron and steel 
to major consuming outlets appears imminent, the broad- 
ening of demand is attributed to the belief that prices have 
struck bottom and that liberal purchases at the present 
level will prove a good investment. 

A manifestation of the same conviction is seen in the 
efforts of some of the motor car makers to place contracts 
cevering their requirements in automobile parts through 
the first six months of next year. 

Greater conservatism rules. among buyers of finished 
More than half of September has passed without 
bringing an appreciable gain in aggregate bookings. The 
steel industry’s operations, as measured by ingot output, 
remain unchanged at 58 per cent of capacity. 

The chief source of encouragement is an increase in 
demand for sheets and strips. Thus far in September, 
specifications for strip steel have been 10 to 20 per cent 
larger than in the first half of August, while the leading 
sheet producer’s volume of orders last week was the best 
since April. A fair amount of contracting is reported also, 
especially in sheets. 

Scarcely any of this gain in business is attributable to 
the automobile industry; it is accounted for mainly by the 
reentry into the market of jobbers and miscellaneous manu- 


| facturing consumers who have been rigidly restricting 


their inventories in recent months. Among the various 
lines represented are makers of steel barrels and drums, 
builders of office and store equipment, manufacturers of 
radios, typewriters and ¢ash registers, and fabricators of 
farm equipment. An interesting new, although not yet 
large, outlet for strip steel is the manufacture of equip- 
ment and fittings for miniature golf courses, which are 
aiso taking considerable pipe. 

Tin plate specifications are undiminished and are fre- 
quently of an urgent character. Can companies in drought 
areas find that they overestimated the damage to crops 
and are pressing tin mills for deliveries. 

The Iron Age composite prices remain unchanged, pig 
iron at $16.88 a gross ton and finished steel at 2.142c. a lb. 

Awards of fabricated structural steel in the past week 
totaled about 25,000 tons and included substantial projects 
in the South and West, according to the weekly survey of 
construction by The Iron Age. New York contributed 
3000 tons of structural steel awarded for two apartment 
buildings, one of 2000 tons at Eighty-eighth Street and 
Central Park West, the other at Christopher and Bleecker 
Streets requiring 1000 tons. The State of West Virginia 
closed on 3600 tons for two highway bridges and the State 
of Kentucky on a 5000-ton bridge over the Ohio River at 
Ashland. 
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COUNTER display of Ray-O-Vac 
Flashlights is a dollar-puller; 
your customers see the Ray-O-Vac 
advertising in national magazines, and 
when they come into your store the 
display helps you complete the sale. 
Keep your Ray-O-Vacs well dis- 
played, and they'll keep your cash- 
register jingling. Why not check over 
your stock today and drop a postal 
card order to your jobber? 

FRENCH BATTERY COMPANY 


MADISON, WIS. 
General Sales Office:20 North Wacker Drive, Chicago 





Radio “A”, “B’’, and “C’’ Batteries, Autoradio and Aircraft 
Batteries, Ignition, Telephone, and Flashlight Batteries; Ray-O-Vac 
Rotomatic and Standard Flashlights; Ray-O-Vac Radio Tubes. 























Dependable Line 
for Hardware Dealers 





For many years dealers have stocked 
and sold Corbin Extruded Metal Pad- 
locks. Their worth is proven by their 
consistent satisfactory performances at 
all times and under all conditions. 


Corbin Extruded Metal Padlocks are 
known the world over for security, 
strength, durability and correct design. 
That is why progressive hardware deal- 
ers are concentrating on this one de- 
pendable line. 


Ask your jobber or write us direct. 





























NEW YORK 





Corbin Cabinet Lock Company 


THE AMERICAN HARDWARE CORPORATION SUCCESSOR 


New Britain. Conn..U.S A. 


HICAGO 


PHILADELPHIA 
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ANTIQUE 
CASTERS BELONG 
WITH ANTIQUE 
FURNITURE 


Up-to-date dealers 
sell modern casters 


“Acmes” are in demand everywhere. They roll along 
on ball bearings easily and quietly. No damage to rugs, 
floors, or floor covering. Dealers who seek larger caster 
business, sell ““Acmes.” There is greater profit. Quick 
turnover. Pleased customers and repeat sales. You 
have an up to date store. Handle up to date casters. 
Sell ““Acmes”—the modern casters. 








We shall be pleased to forward samples, quota- 
tions and complete information to those interested. 


THE SCHATZ MANUFACTURING COMPANY 
PouGHKEeEpsir, N. Y. 


AGENTS: J.C. McCarty & Co.,258 Broadway, New York City 





BALL BEARING 


Casters 








Using the User to Sell 
Appliances 


(Continued from page 47) 


On Dec. 1 fifty coupon books were sent out to cus- 
tomers who had bought major appliances during the 
year. As soon as the books had been received, Mr. 
Speller made a careful personal canvass of every last 
one of them: This he insists is the crux of the whole 
organization plan. 

The fact that it. worked was proved in this special test 

period by the fact that in the two’ weeks it took to make 
personal calls on the fifty users, thirty-two new pros- 
pects were listed and nineteen sales made before Christ- 
mas. 
Following this, sixty-six names were received from 
these fifty customers and twenty-nine more units sold, 
making a total of ninety-eight prospects and forty-eight 
sales. 

Some of these were repeat sales to the old customers 
who sent in their own names and thereby received the 
2% per cent discount on their new purchase. This dis- 
count, in fact, is always given a customer who pur- 
chases a second appliance whether it is requested or 
not. It not only builds good will, but it cements future 
buying attention on the store. 

Of course there is a great deal more to the plan than 
this. For one thing, consistent advertising is done. 
By arrangements with the store, so much space is 
devoted to electrical equipment advertising, and Mr. 
Speller has one of the nine windows at Alexander 
Grant’s Sons during stated periods each month. For 
all practical purposes, the store carries the overhead, 
and Speller operates on a strictly commission basis, 
splitting profits fifty-fifty. 

However, he does maintain his own truck and hires 
a woman demonstrator at the store. The C. “Phil” 
Speller truck is a clever advertisement in itself. With 
his tradename in neat reflector signs front and rear, 
with true to last detail pictures of electrical appliances 
painted on the body, and his tradename and the store 
name and street number, it is an outstanding attraction 
in any traffic from any possible position. It pulls atten- 
tion, makes latent friends, and means potential business 
to keep it moving, as has to be done because of the large 
number of personal calls made for both sales and ser- 
vice work. 

The store happens to have doors on two principal 
streets, and the C. “Phil” Speller section is a cozy nook 
about midway between the street entrances where it 
must be passed by the vast majority of store customers. 
Here the demonstrator is always on hand to answer 
questions, arrange for home demonstrations, and display 
or explain equipment and appliances. 

Surprising as it may seem, comparatively few pros- 
pects, that is new prospects, come from this excellent 
store display and demonstration service. At least 
75 per cent of the business results from the organized 
user plan. 

However, it has been found that the store display, 
and the cost of the assistant’s services are well worth 


(Continued on page 90) 





























every Type and Size 





Reed and 
Prinee 
Produets 
ineludes: 


Wood Screws 
Machine Screws 
Cap Screws 

Set Screws 
Stove Bolts 
Sink Bolts 
Hanger Bolts 
Machine Screw Nuts 
Stove Bolt Nuts 
Chair Rods 
Stove Rods 
Seat Rods 
Specialties 


Available in any fin- 
ish — nickel, blued, 
copper, bronze, brass, 
galvanized, plain, 
polished, cadmium, 
chromium. 











Reed & Prince Screw 
Products can be depend- 
ed upon for unvarying 
uniformity in strength, 
finish and dimensions. 
Every Screw, Nut and 
Bolt meets the highest 
standards of quality and 
accuracy. 


For GOOD WORK use 
dependable Reed & 
Prince Products. Your 
largest requirements can 
be handled promptly. 
May we submit samples 


and prices. 


REED & PRINCE MFG.CO. 
WORCESTER, MASS..U.S.A. 


WESTERN BRANCH at CHICAGO - 3635 IRON STREET 














DIETZ Ga 


snc: morning dark- 
ness and earlier nightfall make this the 
right time to feature Dietz Lanterns 
in your show windows or in counter or 
floor displays. 


Do not forget that Dietz Lanterns are 
staple merchandise and always de- 
pendable profit makers. It pays to fea- 
ture them at all times—and particu- 





larly from NOW on through the Fall 
and Winter. 






Is your stock 
of popular 
Dietz Lanterns 
complete? 


DIETZ‘ 


LANTERNS - Y 


R.E.DIETZ COMPANY 
, . tanterns 4 he wa 


argest Maker: 1 1840 


sively 
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Low-Priced | 
Competition 


holds no terrors for 
the New Blair line 





Well-constructed, built for low-priced com- 
petition, this new line of low-priced qual- 
ity mowers will be a leader in 1931 sales. 


Every mower in this new line carries the 
Blair name. Every mower is backed by 
the Blair guarantee; has the exclusive 
Draweut principle. Worth every nickel 
of the price, you can show this mower to 
your fussiest customer with no fear of 
' losing your reputation for quality goods. 


It’s a good plan to display this line with 
other Blair models. It will not only keep 
customers from going elsewhere for low- 
priced mowers but it will actually increase 
your sale of high grade Blair lines, such 
as the Hercules, Pilgrim, Automatie and 
Universal. 


Write for details and prices today. 


BLAIR MANUFACTURING COMPANY 


Est. 1879 


(Continued from page 88) 


while from the standpoint of advertising alone. Even 
if folks may pass right by the carefully dressed demon- 
strator and her surrounding electrical appliances, they 
carry out the subconscious impression that Alexander 
Grant’s Sons certainly are headquarters for this sort 
of equipment. This brings many untraceable results, 
of course. It undoubtedly, too, helps to break down 
sales resistance on the part of prospects listed by the 
user coupon book plan. 

Also, it Has been found that the assistant does a 
very good amount of telephone business, not specially 
sales, but she is always right there to take care of 
minor trouble calls. ; 

And it is remarkable to know that a vast majority 
of such trouble calls and complaints are straightened 
out entirely ky phone, saving much valuable time. This 
naturally maintains a high standard of service and holds 
up good will. Customers have the feeling that any 
time some little thing fails to function properly, likely 
because not well understood, it will take only a few 
seconds to get the “Phil’”’ Speller assistant on the phone 
and find out just what to do. 

Of course Speller takes care of service calls person- 
ally, for working so closely with organized customers, 
everyone of them is a salesman and he feels doubly 
obligated to see that they are given the very best service 
job possible. It also helps in replacing worn out equip- 
ment with new. 

Consistent advertising is exceedingly essential, and 
Mr. Speller takes care of arranging the content of his 
newspaper displays. He never overlooks a good bet, 
such as a cooking school operated by a local newspaper 
recently, tying up his quality merchandise with stan- 
dards set by the school. 

He also favors calendar advertising, but uses good 
taste in selections, and in a carefully worded advertise- 
ment, so that the Speller calendar is a real gift suit- 
able for the best home. Also blotter advertising proves 
a good business builder, presenting a near picture, as 
each blotter does, of the familiar C. “Phil” Speller truck 
with the nattily dressed electrical appliance specialist 
standing beside it. 

People like to deal, not with a mechanic, but with a 
well dressed salesman, when purchasing electrical equip- 
ment. It has a favorable result, Speller finds, and his 
neat truck, flawless dress, and general air of class, 
without a sign of tawdry display, grooves well into the 
housewife’s subconscious idea of what such a salesman 
should be like. 

Of course, he does not expect that this advertising, 
personal or printed, will actually cause folks to flock 
to him and so bring direct sales, but he does find that 
it all attracts attention from the right sort of prospects 
and likewise greatly reduces sales resistance. 


Springfield Massachusetts 


BLAIR Drawcut 
LAWN MOWERS 
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The GRIFFIN 
PERFECTION SCREEN 
and STORM Door SET 


No. 1740 





Door Easy To Remove-- 
Simply Lift off Butt 















Improved Design No. 830 
Handle and Escutcheon 





AINGES 


Interchangeable Feature 


Extremely Popular 
“S easy to lift off screens,--slip on storm doors 
or sash,--where the GRIFFIN Perfection Set is 
used. } Home owners appreciate the conve- 
nience of this attractive half-surface, loose joint 
Hinge (No. 740)which is instantly interchangeable 
without loss of pins or parts. »Ask for our new 
folder, illustrating this popular GRIFFIN product. 


ERIE, PENNSYLVANIA 








Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 76 BATTERYMARCH 
CHICAGO: 555 W. RANDOLPH St. SAN FRANCISCO: 703 Market St. 
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WSI Union 


“Safe-T” 
Rubbish Burner can be 
retailed at a_ dollar. 


Turn the Leaves ot 
your Order Book- 


-betore the Trees 
start turning theirs 


Be ready for the peak of the season for 
Sales on Union Rubbish Burners. 


All through the year these “Safe-T” con- 
tainers serve for safe and easy disposal of 
trash, but during the fall their biggest 
work is cut out for them. Several weeks 
before you smelf the first smoke of burning 
leaves is the time to have your first order 
of Union Burners on the floor. 


You know they are well made to the 
established Union standard—heavy steel 
wire carefully welded and strong—and 
priced to sell strongly. Remember they 
come in three sizes, and any size nests for 
economical shipping. If you haven’t fea- 


tured Union Burners before, make it a trial 
order now, at the same time you write for 
prices. 


Union SAFE-T™ 





Rubbish Burners 


Union Steet Propucrs Co. 
ALBION, MICHIGAN 
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A Pledée 


that has no equal 








The above pledge is one reason why a 
growing number of independent merchants fea- 
ture Priscilla Ware, and are so enthusiastic in 
recommending it to their trade. It is the broad- 
est guarantee that has ever been placed on any 
line of aluminum cooking utensils. It has no equal. 


This unlimited guarantee increases sales, because 
it encourages women to buy Priscilla Ware with 
the utmost confidence, knowing that it must give 
satisfaction in every respect. 


Priscilla dealers are assured the support of a va- 
riety of dealer helps and a tested merchandising 


cilla 


S 
I” Ware 
Speaks for Itself 


Moderately Priced Aluminum Cooking Utensils 


Approved by Good Housekeeping Institute 
and Priscilla Proving Plant 


Leyse Aluminum Co. 


Established 1903 





23 Kilbourn St., Kewaunee, Wisconsin 








| 


Dayton Knife Holders 


The Dayton holder for 
sharp kitchen knives, keeps 
knives in place and protects 
the hands of the housewife 
It measures 11 by 14 inches 
and is available in red, green 
or yellow. The suggested 
retail selling price is $1.00 
each. Cost to dealer is 
$4.20 per dozen or $35:00 
per hundred. Dayton Pro- 
duction Co., 602 Dearborn 
Ave., Dayton, *Ohio, is the 
manufacturer. 


Sanitary Dry 
Mop Cleaner 


The Good Neighbor sani- 
tary dry mop cleaner cleans a 
mop quickly and thoroughly. 
Celia Bernstein, 174 West 
Ninety-fifth Street, New York 
City offers this cleaner in all 
modern colors to the dealer 
for $1.00 each. Suggested re- 
tail selling price is $1.75 
each. To clean mops the 
cover is lifted, the mop head 
is inserted into the slot of the 
cleaner and the handle is 
turned or twisted, until the 
dust and ravelings fall to the 
bottom. With this device all 
the dust collects in one place, and it is not necessary to shake the mop 
on the back porch or out of the window. It is of light weight and 
may be carried from room to room. 








Clements Jewel Cleaner 


Clements Mfg. Co., Inc., 
601 Fulton Street, Chicago, 
lll., has a complete cleaning, 
sanitizing, moth repelling 
and auto-cleaning unit. It 
may be merchandised either 
as complete equipment or as 
a vacuum cleaner. It has 
wide tapered nozzle, heavy 
duty kick switch, eliminat- 
ing wiring in handle, and 
perfect seal adjustment, which adapts full suction power to all rugs, 
linoleums and bare floors. Handle is adjustable, to height of operator, 
by use of tilting and locking device.- Suggested retail price is $37.50 
or $45.40 with accessories. Cost to dealer of cleaner is $25.50 in 
single lots and $24.50 in lots of three. Accessories cost the dealer 
$5.25, flat. The complete accessories, ten pieces, are shown, including, 
all ordinary cleaning parts, carrier handle, Sanade compound dispenser 
and sanitizing compound for moth repelling and deodorizing 





Wall Superior Oilers 


P. Wall Mfg. Supply Co., 3126 Preble 
Avenue, Pittsburgh, Pa., offers the Wall 
Superior oilers, which are welded steel 
spring bottom oilers. They are of finest 
steel, bottom welded to bodies, with brass 
‘collars, riveted to bodies. Spouts are welded 
and riveted into solid brass machined bush- 
ings. Oilers are made in 1/3 pt., % pt 
and | qt. capacities with spouts of 4, 6, 9 
and 12 inch lengths according to capacity, 
Spouts of 6 inch size and longer are fur- 
nished bent, unless otherwise specified 
Discount to dealers is 45% off ‘ist 
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You Have Had Many Calls for the New 
B-C Automatic Can Openers—Table 
and Wall Type with Detachable Brackets 


B-C Can Openers cut the top of the can out—not 
off. Leave smooth edge on can after opening— 
“You cannot cut or even scratch your hand.” 
Hold can after opening until released by revers- 
ing the handle. Open cans easily—a child can use 
the B-C Automatic Can Openers. 


Consumer prices: 

Style A—Table Type, $1.50 each. 

Style C—Wall Type, with detachable bracket, 
$1.25 each. 


Carry the full line of B-C Can Openers selling to 
the consumer at 25c, 50c, $1.00, $1.25 and $1.50. 


THEY MEET EVERY REQUIREMENT WITH  giyie c__opener may be de- 
LARGE PROFITS AND SATISFIED CUSTOMERS. tached from wall bracket. 





Style A—Opener may be ° e ° e ° 
te tacited- dem mens Ask your jobber’s salesman or write us for detailed information 
bracket by pushing lever. 


BUNKER-CLANCEY MFG. CO., Kansas City, Mo., U.S. A. 


Strong— Ladders 
Light— AB( O C That Are a 
Safe— PABCOC Pleasure to Sell 
SPRUCE LADDE Lp 


LADDERS FOR EVERY PURPOSE 
AIR-DRIED SPRUCE—FULL STRENGTH IN 


All Hardware on Babcock Spruce Ladders on and After Sept. Ist Will Be, Cadmium 
(Rustless) Plated Udylite Process 


Write for Our Latest Booklet and Price Sheet 
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Victor Fruit Single Window Cleaner Single Taper Platform 


, | 
W. WwW. BABCOCK CoO., - # = BATH, N. A 
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— comes 


and All 
Electric 





HAND POWER ELEVATORS 
FastandSafe | 4a 


A most inexpensive and 
simple elevator to install 
and operate where an elec- 
tric elevator is not feasible 


fitted ready for anyone 
handy with tools to as- 
semble and install. 


Builders of 


Hand Power 
Light Electrics 
Push Button 


Elevator 
Machines 











sawed, drilled, 











Types of 





WRITE FOR DETAILED INFORMATION ON 


KIMBALL ELEVATORS 


1205-19 
4AA 


KIMBALL BROS. CO. 


Ninth St. Council Bluffs, Ia. 





a: 


— | 


| 








More Sales— 


Bigger Profits 


are assured hardware dealers handling 
RICH Ladders. 

These famous ladders sell more readi- 
ly—because they have every feature 
now desired by users of quality 
ladders—light in weight, strongly and 
rigidly built, utmost safety. 

Write for catalog and prices. We pay 
the freight. 





TRADE MARK 


Enlarged facilities 
in our new, mod- 
ern plant § make 
possible Rich 24- 
hour service. 














ii 


SJ 





The Rich Pump & Ladder Co. 


Cincinnati, Ohio 


RICH 


SAFE - SPRUCE 


LADDERS 














Comin g Conventions 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Hotel Marion, Little Rock, May, 1931; exact dates 
to be decided later. L. P. Biggs, secretary, 815 Southern 
Trust Building, Little Rock. 

THIRD ANNUAL CONVENTION OF THE AMERICAN ASSO- 
CIATION OF MASTER LOCKSMITHS, Hotel Pennsylvania, 
New York City, Nov. 12, 1930. Walter S. Orrell, secre- 
tary, 206 Pearl St., New York. City. 
| AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
| CONVENTION, Marborough-Blenheim Hotel, Atlantic 
| City, N. J., Oct. 20, 21, 22, 23, 1930. Charles F. Rock- 
| well, secretary-treasurer, 342 Madison Ave., New York 
| City. 
| CALIFORNIA RETAIL HARDWARE AND IMPLEMENT ASSO- 
| CIATION CONVENTION, San Francisco, February, 1931. 
LeRoy Smith, secretary, 112 Market St., San Francisco. 
| CAROLINAS HARDWARE ASSOCIATION CONVENTION, 
|June 9, 10, 11, 1931; place to be decided later. Arthur 
| R. Craig, secretary, 804-806 Commercial Bank Building, 
| Charlotte, N. C. 

CONNECTICUT HARDWARE ASSOCIATION CONVENTION, 
| February, 1931; date and place to be decided later. 
| Chas. R. Freeman, secretary, Branford. 

IDAHO RETAIL HARDWARE AND IMPLEMENT DEALERS’ 
| ASSOCIATION CONVENTION, Boise, Jan. 27, 28, 29, 1931. 
| Headquarters, Owhyee Hotel. E. E. Lucas, secretary, 
Hutton Building, Spokane, Wash. 

ILLINOIS RETAIL HARDWARE ASSOCIATION CONVENTION 
| AND EXHIBITION, Hotel Sherman, Chicago, Feb. 10, 11, 
| 12, 1931. Paul M. Mulliken, Managing Director, 14-16 
| North Spring St., Elgin. R. Y. Wallace, Director of 
| Exhibits, Elgin. 

| INDIANA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Manufacturers’ Building at the 
Indiana State Fair Grounds, Indianapolis, Jan. 27, 28, 
29, 30, 1931. Hotel headquarters, Claypool Hotel. G. F. 
Sheely, secretary, 911 Meyer-Kiser Bank Building, 
Indianapolis. iS 

KENTUCKY HARDWARE AND IMPLEMENT ASSOCIATION 
CONVENTION AND EXHIBIT, Brown Hotel, Louisville, 
Jan. 20, 21, 22, 23, 1931. J. M. Stone, secretary- 
treasurer, Room 308, Republic Building, Louisville. 

MICHIGAN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Grand Rapids, Feb. 3, 4, 5, 6, 
1931. Headquarters, Hotel Pantlind. Exhibition at 
Waters-Klingman Exhibition Building. A. J. Scott, 
secretary, Marine City. Karl S. Judson, Exhibit Man- 
ager, 248 Morris Ave., Grand Rapids. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Feb. 17, 18, 19, 20, 1931; Municipal Auditorium, 
Minneapolis. Charles H. Casey, manager-treasurer, 
2344 Nicollet Ave., Minneapolis. 

MISSISSIPPI RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Buena Vista Hotel, Biloxi, June 15, 16, 17, 1931. 
Guy Nason, secretary, Starkville. 

MIssouRI RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, New Jefferson Hotel, St. Louis, 
Feb. 24, 25, 26, 1931. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 








(Continued on page 96) 
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Wat isa 


Customer Worth? 


HERE are only two ways to increase your volume of 

business. The first is to develop the business of each 

customer so that he buys more goods from you. The 
second is to increase your number of customers. 


One way to do this is by offering them the opportunity 
to find out exactly what they weigh without the necessity 
of fumbling around for a penny or feeling that you ex- 
pect a profit—no — how small—whenever they do get 

weigned. 


On the front of the scale pictured is a 
neat transfer calling attention to the fact 
that free weight is given with the compli- 
ments of the store. With each scale is 
packed an attractive card for use in win- 
dow or on the counter. This card says, 
“Free Wate With Our Compliments On 
po gaa Automatic Scale. Just Step 

n agg 


A hardware store which used this scale 
wrote us that it had developed several 
dozen new customers from those who 
came into the store to get weighed free 
and developed the habit of coming in 
every few days for the same purpose. 


If you are interested in building cus- 
tomers for your store, please ask us to 
send you complete bulletin on this scale 
and quote a PRICE that will open your 
eyes. 


























Hanson Scale Company 
525 N. Ada St., Chicago 
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The Little |} pecora pant co. 





SSSSSSS.SE 











Package PHILADELPHIA. PA! | 
with the { Est. 1862 _by Smith Bowen 











BIG Sales Possibilities 


You can stow away a dozen of these cartons 
on a small section of shelf space but they 
begin to look big when you consider the 
turnover and profit. Fine for repairing 
cracks in plaster or tile. 2% to 15-lb. 
cartons. Write for samples and prices to 
Pecora Paint Co., 4th St. & Glenwood Ave., 
Philadelphia, Pa. “Established 1862 by 
Smith Bowen. 







Sea. 































STOVE PIPE IS NOW 


LIVE SALES ITEM 


You may show it right up in front 
with the nicest kitchen equipment. 
It will create sales, for the old 
black stove pipe has been an “eye 
sore” in many an otherwise mod- 
ern kitchen. 

Here are the kinds from which 
any woman will choose. 


Chromium Plated 


Its rich, platinum-like lustre resists cor- 
rosion, rust and tarnish under all condi- 
tions. Maintains brightness with prac- 
tically no attention. 


Nickel Plated 


Stays bright. 





Rustproof, easy to clean. 





Aluminum 


Good, reliable aluminum that will delight especially 
the woman who has aluminum equipment. 


All three kinds are easy to set up, all pieces wrapped 
separately. 


—Lowest prices consistent with high quality.— 


’ A few Manufacturers’ Agencies open. 


Ballonoff Metal Products Co. 
Cleveland, Ohio 




















THIS TRAY SOLD 
180,000 
HAMMERS 


HAMMERS. 


| RED TIP | 








This tray is a 
money-maker because it puts popular priced 
hammers right out where vopular priced 
customers can see them, handle them, and 
buy them, All 16 oz. Bell Face Hammers. 
Ask your wholesaler about the No. 90 Tray 
or write us direct. 


No secret about it... 


Evansville Tool Works, Inc. 
Evansville, Ind. 
EEE ALISTER ER RRRRRES SE AAT 
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You Can SELL 
a BAKE-O-METER 


to Every 

Woman 
Who 

COOKS! 


Recipes now in- 
clude the exact 
degree of heat, 
because incorrect 
temperature 
spoils the cake! 
Every housewife needs an oven thermometer to cook 
or bake successfully. Sell her a Cooper BAKE-O- 
METER . . the thermometer with 50 years of 
specialization behind it. Easily read while in oven. 
No exposed glass tubes to break or crack. 
Approved by Good H keepi Insti Modern Priscilla 
P. P., Herald Tribune Institute. 

Write for trial order and complete particulars about our en- 
tire line of specialty thermometers, including Ice-O-Meter, 
also approved by Good Housekeeping . . . each instrument 
guaranteed. Liberal profit! 

COOPER THERMOMETER CO. 
S. M. Schreiber, Sales Manager 
200 W. 34th Street New York, N. Y. 
















































DIAMOND 


Staple Puller 


A handy fence tool for any job. Strong 
and long-lived. Will stand up under severe 
strain. Drop forged of high grade tool steel. 
An invaluable. all-around farm tool. 

Two oval openings for staples or nails, a 
tight grip for pulling or for splicing. 

Two single hammer heads for driving. 
Wire cutter on each side. Single check in 
back of the joint for stretching and tying 
plain and barbed wire. 








Adjustable Wrench 


Diamond adjustable Wrenches are made 
in eleven sizes—single and double end— 
full or semi-polished. A wrench for every 
purpose. 





Write for information 


Diamond Calk Horseshoe Co. 
4622 Grand Ave. - - - Duluth, Minn. 

















Coming Conventions 
(Continued from page 94) 


MONTANA IMPLEMENT AND HARDWARE ASSOCIATION 
CONVENTION, Great Falls, Mont., Feb. 12, 138, 14, 1931 
A. C. Talmage, secretary-treasurer, Bozeman. 

MOUNTAIN STATES HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, Denver, Colo., Jan., 1931; exact 
dates to be decided later. John T. Bartlett, secretary, 
2005 Mapleton Ave.,. Boulder, Colo. 

NATIONAL ELECTRIC LIGHT ASSOCIATION CONVENTION 
AND EXHIBITION, Atlantic City Auditorium and Con- 
vention Hall, Atlantic City, N. J., June 8, 9, 10, 11, 12, 
1931. A. Jackson Marshall, secretary, 420 Lexington 
Ave., New York City. 

NATIONAL HARDWARE ASSOCIATION CONVENTION, 
Marlborough-Blenheim Hotel, Atlantic City, N. J., Oct. 
20, 21, 22, 23, 1930. George A. Fernley, secretary- 
treasurer, 505 Arch St., Philadelphia, Pa. 

NEBRASKA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Lincoln, Jan. 27, 28, 29 30, 1931. 
Headquarters, Lincoln Hotel. Convention sessions at 
Morrill Hall, University of Nebraska, and the exhibit 
will be at the University Coliseum. Geo. H. Dietz, 
secretary, 414-419 Little Building, Lincoln. 

NEW ENGLAND RETAIL HARDWARE DEALERS ASSO- 
CIATION CONVENTION AND EXHIBITION, Boston, Feb. 
25, 26 and 27, 1931. Convention at Paul Revere Hall, 
Exhibition at Mechanics Building. George A. Fiel, 
secretary, 80 Federal St., Boston, Mass. 

NEw YorRK STATE RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXPOSITION, Rochester, Feb. 17, 18, 
19, 20, 1931. Headquarters, Hotel Seneca. Sessions 
and Exposition at Edgerton Park, John B. Foley, sec- 
retary, 510 Hills Building, Syracuse. Martin Van 
Dussen, Manager of Exposition, 286 North St., Roches- 
ter. 

NORTH DAKOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Minot, Feb. 10, 11, 12. 1931. 
C. N. Barnes, secretary, Grand Forks. 

OHIO HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Cleveland, Feb. 17, 18, 19, 20, 1931. Head- 
quarters, Hotel Cleveland. Exhibition in Public Audi- 
torium Annex. James B. Carson, secretary, 708 Mutual 
Home Building, Dayton. 

OKLAHOMA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Masonic Temple, Oklahoma City, Jan. 27, 28, 29, 
1931. Charles F. Nelson, secretary, 207-208 Bloom- 
field Building, Oklahoma City. ; 

OREGON RETAIL HARDWARE & IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Portland. Headquarters 
Multnomah Hotel, Feb. 10, 11, 12, 1931. E. E. Lucas, 
secretary, Hutton Building, Spokane, Wash. 

PACIFIC NORTHWEST HARDWARE & IMPLEMENT ASSO- 
CIATION CONVENTION, Spokane, Wash. Headquarters 
Davenport Hotel, Feb. 4, 5, 6, 1931. E. E. Lucas, secre- 
tary, Hutton Building, Spokane, Wash. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION, INC., CONVENTION AND EXHIBITION, Com- 
mercial Museum, Philadelphia, Feb. 10, 11, 12, 18, 1981. 
W. Glenn Pearce, secretary-treasurer, 610 Wesley 
Building, Philadelphia. 

(Continued on page 98) 
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We Don’t Want Housewives 
to Go “DUX” Hunting 


Many dealers have already stocked “DUX’’ Dishmops 
with Colored Handles—found them one of the fastest 
selling 15 cent household articles they ever handled. 


Others have delayed ordering. That’s why in certain 
localities people write us, such as the following: 


“Can you tell me where I can get the ‘DUX’ Dishmop, 
either in Newark or in the Oranges, as I like it better 
a the ordinary mop?’’—Mrs. F. C. G., East Orange, 
“Would be pleased if you 
would let me know where 
‘DUX’ Dishmops can be 
obtained. I like them bet- 
ter than any other kind 
and dislike not being able 
to get them.’’—Mrs. M. W., 
St. Paul, Minn. 


“Please advise name of 
stores where we can get 
‘DUX’ Dishmops. They 
are very good and all 
stores should carry them.” 
— H. S. M., Chicago, 


Mr. Retailer: We don’t 
want housewives to go 
“DUX’ hunting. This) 
business is yours as soon 
as you. stock ag 
Jobbers—send for SAM- 
PLE mop and prices. 





DUX DISHMOP 
COMPANY 
55 North Second Avenue, 


Mount Vernon, N. Y. 


Western Office: 519 Call Bidg., 
San Francisco, Cal. 












EDLUND 


CAN OPENER 


The Edlund Junior 
shown here is a house- 
hold size. A guaranteed, 
quality article — outstanding 
among can openers. Complete line 
includes other types and sizes. 





EGG BEATER 


Another guaranteed 
Edlund product. Un- 
usually strong and at- 
tractive. Beats quickly— 
smooth running. A qual- 
ity item at a popular 
price. 


From Your Jobber or Direct 


EDLUND COMPANY 


Burlington, Vermont 




















Improve Your Store and 
W/ Keep Your Small Hard- 
/ ware in Order at Very 
Low Cost. 


GREEN’S 


Improved 


STOCK BOXES 
AND 
SMALL PARTS CABINETS 
Write for Price List 
THE GREEN COMPANY 


250 W. 57th STREET, NEW YORK 
FROM YOUR JOBBER OR BIRECT 





SIZES TO FIT 
YOUR SHELVES 











Stop in 


We will be glad to help you 
with your sales problems. 


239 W. 39th St., 
New York City 


Hardware Age, 

















Two Customers 
For One! 


How often have you wished you 
could double your customer list? 
How often have you computed the 
possibilities offered by a double 
volume on the same old overhead? 


The progressive merchant operat- 
ing on this Heller system is ac- 
complishing just this, and at the 
same fime increasing the amount 
of the sale per customer. 


Thousands of merchants testify 
to the gains that the Heller sys- 
tem has shown. Its results are 
definite, profitable, quick. If, for 
any reason, our system of mer- 
chandising cannot increase your 
volume we will tell you frankly. 
So there is no risk in investigating. 


HELLER 


Business Building Store equipment 


W. C. HELLER & CO. 


700 Bryant St., Montpelier, Ohio 


Sign in the margin, New York Office: 
tear out this ad and 20 Vesey Street, 
mail today. Suite 500 


9A 
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The Perfect Sealing 


Combination 
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Pyramid Bottle Caps and 
the Pyramid Bottle Cap- 
per are being advertised 
nationally this season. 
You will make many prof- 
itable sales by displaying 
them in their attractive 
containers. 


CROWN CORK & SEAL CO. - BALTIMORE, MD. 
World’s Largest Makers of Bottle Caps 


























KIMBALL 
ELEVATORS 


Rugged, compact 
and efficient, these 
light Electrics 
come with frames 
sawed, drilled and 
fitted ready to in- 
stall—low initial 
cost and low up- 
keep. ; 








Tell us the task 
you wish it to 
perform and we 
will give data 
on machine you 
require. 


KIMBALL ELEVATORS 
KIMBALL BROS. CO. 


1205-19 Ninth St. Council Bluffs, Ia. 
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Coming Conventions 
(Continued from page 96) 


SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Feb. 24, 25, 26, 1931, 
Ambassador Hotel Auditorium, Los Angeles. J. V. 
Guilfoyle, secretary, 420 E. 8th St., Los Angeles. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND EXHBITION, Atlanta, Ga., 
May 12, 138, 14, 1931. Walter Harlan, secretary- 
treasurer, 701 Grand Theater Building, Atlanta, Ga. 

SouTH DAKOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, New Auditorium, Rapid City, Feb. 3, 4, 5, 
1931. Headquarters, Alex Johnson Hotel. Charles H. 
Casey, manager and treasurer, 2344 Nicollet Ave., 
Minneapolis, Minn. 

TEXAS HARDWARE AND IMPLEMENT ASSOCIATION CON- 
VENTION, Baker Hotel, Dallas, Jan. 20, 21, 22, 1931. Dan 
Scoates, secretary, College Station. 

VIRGINIA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Richmond, Feb. 24, 25, 26, 1931. 
Thos. B. Howell, secretary, 802 Broad St., Richmond. 

WEST VIRGINIA HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Charleston, Jan. 20, 21, 22, 1931. 
Headquarters, Daniel Boone Hotel. Exhibition in the 
Armory Building. James B. Carson, secretary, 708 
Mutual Home Building, Dayton, Ohio. 

WISCONSIN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Milwaukee Auditorium, Milwau- 
kee, Feb. 3, 4, 5, 6, 1931. B. Christianson, secretary, 
Stevens Point. 


Sunbeam Master Automatic Iron 

Automatic heat control, air cooled handle and streamline design are 
among the features offered in the new Master Automatic Sunbeam 
electric iron made by the Chicago Flexible Shaft Co., Chicago, Ill. 








| 
| 


lron lists at $7.95 in nickel and $8.75 in chrome plate. Regular dis- 
counts to dealers are: 33 1/3% if less than six appliances are bought 
| or 36 - 10% on six or more appliances. Control switch under handle 
may be set at high, medium or low, and heat will be maintained at that 


| level 
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“new vor = LHE JAMES SWAN COMPANY, Seymour, Conn. 


Manufacturers of all kinds of BITS, CHISELS, DRAW KNIVES, GOUGES, 
GIMLETS, AUGERS, NAIL SETS, SCREW DRIVERS, COUNTER SINKS, 
BORING MACHINES AND EXPANSIVE BITS 


Buy only Carpenters’ Tools bearing the Trade Mark which stands for quality 
Awarded Medal of Honor on Mechanics Tools at Panama-Pacifie Exposition. 
































U. S. 
Refrigerator Pan 
No. 148 


Restores the Freshness 
and Crispness to Wilted 
Vegetables 


For any Type Refrigerator 
Size 131 in. x 8 in. x 4 in. Deep 


Sliding Type Cover 
Heavy Steel-Stainless Triple Enameled 


Manufactured by 


United States Stamping Co. 
Moundsville, West Va. 











Popularity That 
Insures Greater 


Hack Saw Profits! 


Popularity that has 
spread to every corner 
of the land—a one 
n 
plaid box’’—from shops 
and men to whom hack 


for “the too 


saw blades 


special 


day. 


eR 
ae 


ls 


of 


strong, quick 

and long lasting quali- 
ties are essential. 

Stock up on Wolves of 
Lenox. Watch your prof- 
its shoot up too. Our 


sales 


help you get these blades 
started in your territory. 
Write for particulars to- 


The tools in the Plaid box 
American Saw & 


Mfg. Co. 
Springfield 


SoD edd Sed Sele 
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The Wolves of Lenox— 

How their names spread the width 
and breadth of land. In a fear- 
some chorus of barks and sav- 
agely snapping jaws they broke 
from the Highland forests of old 
Scotland and rushed with the 
speed of the wind down thru 
pastured flocks. Nothing stood 
before that super strength, speed 
and clean cutting teeth—when 
the wolves of Lenox were on the 
job! 
























the 











super- 
cutting 












plan_ will 














Mass. 
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[TLESS 
TERS -.. 





Bearing; Grip Neck, Ball 
Bearing, Truck Casters, Institution, 


Ete. 


FAULTLESS CASTER COMPANY 
EVANSVILLE. 


INDIANA. 
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“The Hardware Dealers’ Magazine” 
Published Every Thursday 





THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
Issued every Thursday by Iron Age Publishing Co. Division of the United Business 





NEW BRITAIN, CONN. Publishers, Inc., 239 West 39th Street, New York City. Andrew C. Pearson, 
Chairman of the Board; Fritz J Frank, President;,C. A. Mussel Vice-President ; 
Warehouses—New York, Chicago, Philadelphia. Frederic C. Stevens, Treasurer; Arnold L, Davis, Secretary. 


Western Factory—Dayton, Ohio. 


BURNLEY 


The Soldering 


Member Audit Bureau of Circulations; Member of the Associated 
Business Papers 











EDITORIAL CONTENTS OF THIS ISSUE 





Paste that has 0 ne One ae 37 
satisfied cus- Turner Puts Stockton, California on the Hardware Map. 39 
-neonaotngal seal How Koenig Sells Electric Washers, by Robt. K. Doran. 42 
If I Owned An Advertising Agency, by Herman Johnson 44 
Sample free Using the User to Sell Electrical Appliances, 
by Frank Brimmer 46 
BURNLEY BATTERY & MFG. CO. What Two Firms Do to Sell More Cabinet Heaters... 48 


NORTH BEAST, PENN. 
Emmet Fredericks Realized His Boyhood Ambition.... 50 


Eight Steps Toward Radio Profits, 


ARMSTRONG BROS. by Mandus E. Bridston 52 




















Solid Pipe Dies Window Displays Discussed by a Hardware Merchant’s 
DME i actah i Ue Ck Chey es GAeaaieet Susan aod ae 38 eo pF | Ot 
Th di 1 i t- 
agg ioe gong ‘suai. Why You Should Push Lamps Now................. 56 
They areer vemicasy Supers. Visible Records an Incentive for More Gas Range Sales. 58 


design and superior in work- 
manship and material. The 






Vanadium Tool Steel Chasers Ns FE I IES Sisco bee a ERO ne o Oe ee 59 
are cast-welded solidly into 
the body by our special process. General Market News of the Week....... eee hep 66 
Fit all standard stocks. . 
1. Free Cutting Rake 3. Ample Chip Clear- Hot Off the Nail Keg ete pais ik een eee 84 
a 
2. Solid Support Be- = 4, Relieved Cutters Coming Conventions . eee be rie ie 6 ety ce Oe a | 


hind Cutter (Backed off) 
Write for Catalog P-10 
ARMSTRONG BROS. TOOL COMPANY 


“The Tool Holder People” 
314 N. Francisco Ave. Chicago, U. S. A. 





EDITORIAL REPRESENTATIVES 


Cricaco: Grorce F. Massey, 1507 Otis Bldg. 
PittssurcH: T. H. GerKEeNn, 1319 Park Bldg. 


Speed Your Sales with CLEVELAND: F. L. Prentiss, 1362 Hanna Bldg. 


CINCINNATI: Ropert G. MoInTosH, 409 Traction Bldg. 


s | Pert Boston: GERARD FRAZAR. 
MinneEarouis: F. 8S. SmitH, 4216 Bryant Ave. 8. 
ee nadia aioe ee Cael 


WasHinetron: L. W. Morretrt, 536 Investment Bldg. 


wr | | | il ADVERTISING REPRESENTATIVES 
New Yorx: P. J. Coscrave, 239 W. 39th St. 


Boston: CHauncer F. ENGiisH, 140 Federal St. 


BE I | ER CANS PHILADELPHIA: HAROLD G. BLopcett, 1402 Widener Bldg. 


CLEVELAND: WiLL J. Freppery, 1362 Hanna Bldg. 
Cuicaco: D. M. ANpDRews, H. A. Macurire, 1507 Otis Bldg. 











WITT quality and guaranteed longer 
service are steadily overcoming ‘resist- 





ance to the sale of better cans. The SUBSCRIPTION Price—United States, its possessions, Canada, Mexico, Central 
ito =< ay ont iciting Chae America, South America, Spain, and its colonies. One year, $3.00; Foreign 

all sizes. Write now for new catalog. countries not taking domestic rates, 1 year, $6.00; Single copies, 25c. each. 
Subscription remittance should be made by Check, Post Office Money Order, 

THE WITT CORNICE co. Eapress Money Order or Bank Draft, payable to HanpwarE AGB, New York. 


2114 WINCHELL AVE. CINCINNATI, OHIO 
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Best for the Farmer 









FrARMERS pre- 
fer Hall Fence 
Stretchers because they 
stretch more wire in less time. Thou- 











Dealers everywhere recognize them as a 
good line to handle, as sure-fire profit-makers. 
Our complete line enables you to sell your cus- 
oe just the fence stretcher they prefer. 
ns LL MANUFACTURING CO., Cedar Rapids, Iowa 
oon" 


F ’ 


Ag Write for Free Catalog of Trade-building Items 





























Manufactured by 


THE CHAMBERLAIN COMPANY, Pittsburgh, Pa. 


The Original 
Drain Pipe Cleaner 


Strongest and Best 


Use in Cold Water. 
Will Not Harden in Pipes. 
Works Quickly and Easily. 


NEW PRICES—-MORE PROFITS 


Order from your Jobber 
and Refuse Substitutes. 





Satisfaction Guaranteed. 











Fits the Work Intended Bx(* 


The B&C Adjustable 
“S” Wrench fits the 
needs of the user exactly. 


MARK 










You can sell this 
wrench with abso- 
iute confidence that 
it will give entire 
satisfaction. 


Ask your jobber. 


BEMIS & CALL COMPANY 
Springfield, Mass. 








Tools 
in 
Six 
Sizes 


If you 
tool steel 


Poe BOLT cure Tools 

> S in 
CAR LUs? Three 
NUT cr cir Teed Styles 





Stenting. 1. ¥.>* 


want Good Tools look for this Trade Mark. The 
Jaws are firmly clamped between steel Plates. Scien- 


tific Leverage allows tremendous cutting power without great 
muscular effort. Adjustment of cutting Jaws provided for 
by two Set Screws closely duplicated by other manufacturers. 
These Tools are Handy, Time Savers and Money Makers. 


If your Jobber cannot supply you, write us for Literature 





and Prices. 
CAROLUS MFG. Co. Sterling, IIL. 
Sales Repr Surpless, Dunn & Co. 


NEW YORK, CHICAGO 











PELOUZE 
New Household Scale 
DE LUXE 


Capacity 24 pounds by 
ounces. Artistically de- 
signed. Sturdy, compact 
construction. Beautifully 
enameled in the choice of 
several colors. Double up- 
right supports. Invalu- 
able to every household. 
Order, early through your 
jobber. 
PELOUZE MANUFACTURING CO." £30—Enamel Dis! 
232 East Ohio Street, Chicago No. G30—Glass Dial 


Manufacturers of reliable scales for 
many purposes. Send for catalogues. 


Specify “PELOUZE” in ordering of your jobber 


The symbol of 
y ; 
quality in chain 


There is an ACCO Chain for every 
industrial, farm and home 
in bulk or made into 
Concentrate on 

uality line. 

rgest manufacturer of welded and 
weldless chain. 

AMERICAN CHAIN CO., Ine. 

Bridgeport, Conn. 
Makers of the Famous Weed Tire 
Chains 





The 
the 





The Cream City ‘‘Juicy- 
Krisp’’ Roaster represents 
one of the greatest de- 
velopments in roaster de- 
sign. Water in the lower 
pan is transformed into§ 
steam which passes 
through the _ perforation? 
keeping the roast juicy 
without basting. When the 


Outstanding Roaster of 
Day! 





vents are open the roast 

browns to a _ délicious 

crisp. 

You will find the roaster a big seller . . . Feature it. Complete information 

will be sent upon request. . . . Seamless .enameled ware . . . three colors 
. two sizes. 


GEUDER, PAESCHKE & FREY COMPANY 


2-16 15th Street 


Milwaukee, Wis. 




















PATENT NOVELTY COMPANY 


FULT ON LIN 





em ete amecmmee aemae sn i tn i Ala Lt La tt Ata ttn ate ata Las | 
. 

Fulton Fire Shovels 

; . 

, See the strong corrugations at mouth of 

4 scoop; feel the weight and notice the baked- 

> . 

> on finish. Compare Fulton shovels with any 

4 : 

; other. Write for complete catalog. 

; 

s Chicago Salesroom, 1498 Merchandise Mart. 


FULTON ILLINOIS 


bratre tne ty tn bretn atin tne hn tn te 








E 
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W AL WORTH cose sricy vane 


| The 1931 Conlon Thrifty 











Walworth Company, General Sales Offices: washer is a sturdy, compact 
model with high speed 


60 East 42nd St., New York | washing action. Its thermo- 
tub construction is said by 
Plants at Boston, Mass.; Kewanee, IIl.; | na iia ~ bine ed 


Greensburg, Pa., and Attalla, Ala. | hot 40% longer. Inner tub 


. ° “ — eee | is of beautifully mottled 
Distributors in Principal Cities of the World 


porcelain, fused on genuine 
Walworth Company Limited, 660 St. Catherine Street West, Armco ingot, iron, which is 
Montreal, P. Q. 


| very easily kept clean. Outer 

d : : , | tank is rustproof steel lac- 

Walworth International Co., New York, Foreign Representative | quered in robin’s egg blue 
Makers of Dan Stillson’s Wrench Washer has patented alumi- 

| num agitator, precision cut 

gears, submerged in oil and 
is absolutely noiseless. Ca- 
pacity is 6 lb. of dry clothes 


WICKWIRE BROTHERS | | (122° (92: 
x 26 inches. Conlon Corp., Nineteenth Street and Fifty-second Avenue, 
° Chicago, III., offers this model to sell for the suggested retail price of 
BRONZE Wire Cloth $79.50, East of the Rockies. Cost to dealer on quantities of 10 to 79 
¢S79 SO > a) 00 > 4 r 
ABSOLUTELY RUSTLESS. Not af- is $52.50 each and $50.00 each on quantities of 80 or more. 
fected by salt air, acids or gases. Made : 
from a special alloy of 90% Copper and 
10% Seeke: alate as — Leetonia Nail Puller 
wire used. e con- a 
var phd bn operation. 14, 16, and 18 mesh Nail puller No. 368, offered by The Leetonia Tool Co., Leetonia, 
wire, in 18 to 48-inch widths. 100 lineal | Chio, is made of high grade octagon alloy steel, with teeth that are 
ft to the roll. carefully milled and tempered. Its net weight is 2 lb. and it measures 
‘ ¥ x 20 inches. This nail puller is especially useful when doing repair 
Ask your Jobber. or remodeling work. It is used by slipping the shackle over the point 


ca anes 


of the nail and removing entire nail. No splinters are left to spoil the 
appearance of wood and no bent or cut nails are left to prevent a 
perfect fit, when wood is to be used again, according to the maker. 


SOLDERING LUGS Cost to dealer is approximately $10.50 per dozen. Suggested retail 
selling price is about $1.25 


All Styles, Sizes, Quantities am 
Tarnish Proof Silver Container 


SE AMLE SS TUBING— This tarnish proof silver container, offered by the Associated Silver 




























. Co., 4450 Ravenswood Avenue, Chicago, III., is saturated with chemicals 

Lengths and Coils to prevent tarnish forming on its contents. Polished silverware placed 

in it remains bright and glistening. Suggested retail selling prices on 

We want to quote where quality counts | these chests range from $3.50 to $10.00. “Hollowware chest 10-H, of 


heavy ‘wood throughout is finished in silver polychrome effect. It 
measures 15 x 15 x 9 inches, and is for storing coffee sets, bread 
trays, etc. No. 3% is made of heavy cardboard, covéred with dark 














b | 
a 





blue grained imitation leather. It has no racks, but has compartment 

for knives. Size is 15% x 11% x 3%. Capacity is 110 pieces of 

silver. Models 5, 7 and 10 are finished in silver polychrome effect 

with imitation strap hinges of jet black finish. Cases are wooden 

throughout and have capacities of 110, 150 and 175 pieces respectively, 

| to sell for the suggested prices of $5, $7 and $10. Measurements are 
respectively: 16% x 11% x 314, 20% x 11% x 3% and 23% x 1334 x 
3% inches. Each of these three models have knife rack and tray which 
may be lifted out. The upper and lower racks will hold six knives each. 
Linings of all cases are dark purple flannel. 


Fig 1062 


Deming 
“Oil-Rite’ 
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7. —| SPEED UP 





SALES 


Allith 


ROLLING LADDERS 


like Allith hangers—are always on the 
track. They speed up sales by reducing 
the time needed for each sale. They are 
attractive, durable, roll quietly and run 
freely. Your post card will bring prices 
and information by first mail. 


ALLITH - PROUTY COMPANY 
DANVILLE, ILLINOIS 




























Sarery Rot 


ban: 4 
vs Tl 
(UW Spr 


Can Opener 


The World’s Best Can Opener 
Recommended by the National Can- 
ners’ Association. After opening 
500 cans, Safety Roll was as good 
as new. It cuts the top out of all 
sizes and shapes of cans and saves 
the juices. 


A wonderful kitchen tool and sure-profitable-se‘ler. Genuine tool steel 
Free sample and prices sent on request to rated firms tempered cutter. Spe- 
cial roller construction 

VAUGHAN NOVELTY MFG. CO. makes smooth and 


easy operation. Cuts 
a safety curled edge 
that saves the juices. 


Manufacturers of Quality Kitchen Tools 
3211 Carroll Avenue Chicago, U. S. A. 


























Cap’n Mark says: 


“If I were a-sellin’ Rope, I'd 
certainly sell Columbian Tape- 
Marked. It is waterproofed, 
guaranteed and has more real 
good sellin’ points than any 
rope I know of—and it more’n 
measures up to them.” 
Write our nearest branch for 
any information 


Columbian Rope Company 
352-80 Genesee Street 
Auburn, N. Y. “The Cordage City” 





Branches :— 
New York Chicago Boston NewOrleans Philadelphia 





Here’s a new Vollrath refrigerator item! 


THE VOLLRATH WATER COOLER 


FOR ALL TYPES OF REFRIGERATORS 





Ss Convenient, sanitary, 
easy to clean, easy to fill 

easy to handle. Re- 
movable cover. Highly 
polished nickel push fau- 
cet. 3 sizes: 4, 7, and 8 qt. 
to retail at $3.50, $4.50, 
$4.75. (Slightly higher in 
some states.) Order now! 
We can make immediate 
shipment. 


THE VOLLRATH CO. 
Est.1874 Sheboygan, Wis. 




















Protects Handcuffs from Dampness 


the PEERLESS 
HANDCUFF HOL- 
STER is worn attached 
to the belt of the Officer. 
It protects the Hand- 
cuffs from perspiration 
and dampness and _ per- 
mits instant withdrawal 
of the cuffs when needed. 


Made of fine quality 
Black Leather. 


Send for prices. 


Peerless Handcuff Co. 


Springfield, Mass. 














FOR SMALL CABINET HARD- 
WARE, BOX, CHEST, REFRIGER- 
ATOR AND CUPBOARD 
HARDWARE, LOOK TO THE 





No. 1816 
BRAINERD LINE 
Corners, Hasps, 
Hinges, —" SERVICE 
Handles, Pulls, 
Latches, Levers, éieanies 
Knobs, Escutcheons, 
ASSURED 


Card Holders, Key 

Checks, Hooks, SS, 

Mirror Plates. No. v064 

THE BRAINERD MFG. CO. 
EAST ROCHESTER, N. Y. 

















bé | A 99 
WELDING COMPOUND 


IS THE BLACKSMITH’S 
BEST FRIEND 


Its Use Enables 


Him to Weld Steel 
as Easily as Iron 
IT HAS NO EQUAL 


Manufactured by 


ANTI-BORAX COMPOUND CO. 
FORT WAYNE, IND. 
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CLASSIFIED OPPORTUNITIES 





POSITIONS WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 


HELP WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 





CAPABLE, dependable man, widely experienced in sales work, thor- 
oughly grounded in Cutlery, Hardware and kindred lines, born and reared 
in the South, university education. In active touch with Jobbing trade, 
the larger Retail Hardware and Department stores in the south-west. 
Would like to secure connection with representative concern, effective 
about October first. Addrss Box I-956, care of HarpwarE AcE, New 


York City. 





I WANT retail store connection with progressive hardware, household 
or variety store retailer interested in increasing sales and good-will 
through effective window displays, show cards, illustrated circulars and 
unusual advertising ideas, also good salesman and merchandise man. 
Reasonable salary. Rare opportunity for small or large retailer. Address 
Box 1-960, care of Harpware AcE, New York City. 





DUE to liquidation of company, ambitious man, thirty-three years old, 
single, business education, successful record salesman and sales manager 
for wholesale hardware company, desires position of future possibilities 
with manufacturer or jobber of similar line. Inside or outside work. 
Best references. Address Box I-958, care of HarpwAre AcE, New York 


City. 


ADVERTISING and Business Manager of the foremost Advertising 
and Business Building Service used successfully by retail hardware mer- 
chants all over the country, seeks connection with representative publishing 
house; will entertain proposition as advertising and sales promotion man 
from large retailer or jobber. Address Box 1-945, care of HARDWARE AGE, 
New York City. 





salesman with some Lawn Mower experience to sell a 
in the following states: Wisconsin, 
Address Box I-954, care of 


_ WANTED, 
high grade line of Lawn Mowers 
Minnesota, Kentucky, and West Virginia. 
Harpware AGE, New York City. 


BUSINESS OPPORTUNITIES 


Set Solid, Minimum of Five EAMES ci ccesocccsccsscveccaisese OBRO 
1-Inch Box Display....... TETEYTTVIL LOL TTL Peer oe 5.00 


Four Consecutive Insertions, 10 Per Cent Discount 








THIRTY-TWO years established hardware business for sale. Owner 
able and ready to retire spending 32 years in this one place and business. 
Declining years force retirement. No knock down bargain but a rare and 
clean deal direct from owner. Located in Norfolk, Va. Address Box 
1-937, care of Harpware Ace, New York City. 





FOR SALE—We are liquidating the stock of the Prusia Hardware Co., 
Ft. Dodge, Iowa, at prices less than cost. All or part. Write or Call. 
ROBERT H. CLELLAND, care of PRUSIA HARDWARE CO., 
Ft. Dodge, Iowa. 





FOR SALE—Retail Hardware business in Northern Ohio. Low Rent 





SALESMAN, forty-three years of age. Ten years’ experience covering 
Hudson River Valley for Hardware, Housefurnishing, Sporting Goods and 
Toy house. Seven years with present firm. Employed at present but 
desires change. Also several years specialty line. Can furnish best refer- 
ences. Addrss Box 1-952, care of HarpwarE AGE, New York City. 





YOUNG MAN, age 24, with five years’ experience, traveling Ken- 
tucky, Alabama and Tennessee, for well known manufacturer of farm im- 
plements, desires position with a well known jobber or manufacturer. 
Available October 1. Can furnish best of references. Address Box I-962, 
care of Harpware Ace, New York City. 





and Overhead. Clean Up-to-Date store. Dissolving partnership. Price 
$7,500. No bargaining, no trades. Address Box I-955, care of HARDWARE 
Ace, New York City. 

‘ a a saeiere aaa. gree | town, 20 miles 

rom New Yor ity. Sacrifice $10,000 t ick b 5 
Box 1-961, care of Harpware Ace, New York — ee 
SALES REPRESENTATIVES WANTED 

Set Solid, Minimum of Five Lines..........ccecccccceccceses $3.00 
1-Inch Box Display...... Cove ccesecrccceresccecsccccescces 5.00 


Four Consecutive Insertions, 10 "Per Cent Discount 








MANAGER Builders’ Hardware Department — broad experience all 
classes building construction, capable plan man and detailer familiar with 
leading manufacturers lines, open for new connection about October first. 
Highest references furnished. Addrss Box 1-957, care of Harpware AGE, 
New York City. 





HARDWARE MAN of twenty years’ experience in the wholesale and 
retail hardware business desires a change. Forty years of age, honest, 
sober and industrious. Capable of holding a position of trust and can take 
charge of men. Will furnish best of references. Address Box 1-941, care 
of Harpware Acz, New York City. 





COMPETENT Contract Man and Detailer thoroughly experienced 
scheduling hardware from Architects plans and specifications. Four years 
in retail store and five years’ factory experience. Willing to go to any 
part of country. Am 38, single. References furnished. Address JAMES 
H. HARRIS, 60 Oakwood Avenue, West Hartford, Conn. 





HARDWARE MAN with ten years’ experience in Retail and Whole- 
sale hardware business and plumbing supplies is desirous of associating 
in managerial capacity with established retailer or jobber in Metropolitan 
New York, Long Island or New Jersey. Married. References furnished. 
For full details write Box I-820, care of Harpware Acze, New York City. 





POSITION WANTED by married man, 33 years of age, as manager 
retail hardware store, 10 years’ experience in hardware, housefurnishings 
and paint lines, at present employed but desires better position. Best_of 
ge furnished. Address Box I-948, care of Harpware Ace, New 

ork City. 





AGE 28, married, college education. Wants connection with live retail 
or wholesale house. Six years’ experience in retail hardware, and_ two 
years wholesale. Employed. At present manager of Electric Specialty Dept. 
Address Box I-950, care of Harpware Ace, New York City. 





MARRIED MAN, desires change. Fifteen years’ experience as general 
foreman, superintendent and manager of plant making wire goods, stamped 
tinware and hardware specialties. Salary open in position with future. 
Address Box 1-953, care of Harpware Acre, New York City. 


DO YOU WANT A GOOD LINE? 


One of the oldest and best established roller skate manufacturers 
has certain territories open for recognized manufacturers’ representa- 
tives. line is priced right for your profit and also for the 
profit of your Dealers. The product is one of quality and first 
sales invariably lead to a fine volume of repeat orders. Those inter- 
ested will please address Freeze-Vogel-Leopold, Inc., 33 No. 
Michigan Avenue, Chicago. { 














WHEEL GOODS SALESMEN—We have good territories open yet for 
live, hardworking salesmen with our new Monarch line of children’s 
vehicles. If interested write direct to us giving complete experience. 
THE MONARCH PRODUCTS CO., Tiffin, Ohio. 





SALESMEN — Calling _on Hardware and department stores. New 
Kitchen article sells on sight. No competition. Tremendous repeat. Big 
commission. Small sample. Protected territory. National advertising. 


GELLMAN MFG. CO., Rock Island, Hk 





SALESMAN calling on wholesale hardware trade only need apply. 
The item is the only Patented Screen and Window Hanger on the mar- 
ket. Essex County institutions have adopted it for all county buildings. 
It sells itself. Address the NOSLIP COMPANY, Inc., Bloomfield, N. J. 





ROPE SALESMEN WANTED—100 per cent pure Manila rope 15c. 





Ib. basis. Fast selling side line, five per cent commission. UNITED 

FIBRE COMPANY, 82 South Street, New. York - <4 . 
SALES ACCOUNTS WANTED 

Set, Solid, Minimum of Five Lines. ..........cceeccesccccsees $3.00 

1-Inch Box Display...... SbPS0 WE GER ESB W Dede be ws ds 6.00% wie 5.00 


Four Consecutive Insertions, 10 Per Cent Discount. 








SALESMAN, age 28, aggressive, dependable and loyal, knows jobbing 
and retail trade along Atlantic seaboard, desires position with manufac- 
turer. Can furnish A-1 reference. No objection to traveling. Address 
Box 1-951, care of HAarpware Ace, New York City. 





RETAIL Hardware Man, 15 years’ experience Shelf and Builders’ 
Hardware, tools and paints, desires a permanent connection in or near 
New York City. References. Address Box I-926, care of HARDWARE AGE, 
New York City. 





Also paints, can 


HARDWARE MAN, experienced in all branches. 
Address Box 


manage large store. Salary $60 to $75 weekly. Steady. 
1-959, care of Harpware Ace, New York City. 





HARDWARE CLERK. age 34, 15 years’ thorough retail experience 
desires position. Preferably take charge or assist. A-1 references. Ad- 
dress Box 1-942, care of Harpware Act, New York City. 





COMMISSION LINE WANTED 


Experienced salesman wants a quality line or item for Illinois retail 
hardware trade on commission. Have sold this trade for 14 years 
and have very close acquaintance with over 1500 dealers in towns, 
large and small. I cover entire state thoroughly in car except Cook 
County. Must be a dependable quality product that repeats and 
will build into volume. Box 235, Peoria, Illinois. 

















LET US Help You Word Your “Want.” 
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INDEX TO ADVERTISERS 

















blished a i and not as @ pact of the advertising contract. Every care will be taken to index correctly. 
No allowance will be made for errors or failure to insert. 





THE ADVERTISERS INDEX is 
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Even so smali a 
thing as a tack 


Atlas Tacks ...small in stature 
...can be of large importance 


to you. 


Clean cut, sharp, serviceable 
items ... they give satisfaction 
to all classes of consumers. 


Your jobber has a complete 
line... in quality and price 
range. It will pay you to ask 


for them by name. 


ATLAS TACK 
CORPORATION 


FAIRHAVEN, MASS. . . ST. LOUIS, MO, 


6666} OOANN NY YY YY 
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NDIANA. 











Yes-sir, INDIAN 
Shovels are on the ma 


Good steel and honest con- 
struction put them there. 
Strike the blade—it has 
ring and life and long wear 
built right into it. And 


how they MOVE. 
Ask your jobber. 


The Ingersoll Steel & 


Dise Co. 


Successor to 
The Indiana Rolling Mill Co. 


Newcastle, Indiana 


A 


| X-tra Quali 
fic SHOVELS 


p. 




















Lovely Enameled Thumb Tacks 
SELL ON SIGHT 


Home lovers can now secure our beautiful 
tacks in all colors that harmonize with interior 
furnishings and decorations. 


Size 7/16” diameter. Made in 12 colors. 36 
Tacks on a block. Retail at 10c per block, 
$14.40 per gross. Cost Dealers $9.00 per gross 
of blocks. 

Packed 12 blocks in a box—1l12 boxes in a 
carton. 


We Also Manufacture Upholstery Nails, Thumb Tacks, 
Celluloid Covered Tacks, Fancy Nails, Etc. 


If Your Jobber Cannot Supply You— 
Write Us Direct. 


R. E. MILLER, Inc. 


35 Pearl Street New York City 

















Superior Brand 
Hardware Cloth 


It costs no more 
for standard size 
wire, straight 
selvage, even 
mesh and _thor- 
ough = galvaniz- 
ing. 


Simply _ specify 
Superior Brand. 


G. F. Wright 
Steel & Wire Co. 
Worcester, 
Mass. 
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“That Reminds Me’”’ 


N THE PICTURE above a dog lead is going to be sold just because 
it was EASY FOR THE CUSTOMER TO SEE... If you can make 
a customer say “That reminds me”, most of your selling job is 
done. That’s what the Hodell CHAINSTORE does, and in only 212 
square feet of floor space! ... If you want a CHAINSTORE and 
your favorite jobber does not handle the Hodell line, write us. 

| chain—Sash chain—Dog chains and leads—Kennel chains. 
SHS SAM) PRODUCTS 59 


COOPER AVE. and PENNA. R. R. « CLEVELAND, O. 
Established 1886 


There is a style of Hodell Quality Chain for every 
purpose. Coil chains—Tie-out chains—Halter chains— 


ie | 


Porch swing chains—Cow Ties—Pump i imp 

















THE CHAIN PRODUCTS COMPANY 

Cooper Ave. and Penna. R. R., Cleveland, Ohio NAME pia Tn 
Please send me full information on Hodell 

Chain and the Hodell Chainstore. ADDRESS. 
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